TE 
PUBLISHED 
WEEKLY at 100 
—E. OHIO ST. 
DEL. 1337 


dvertising 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, IU., under the act of March 3, 1879. 


NEW YORK 
330 WEST 


FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 9, No. 44 


—_" 


October 31, 1938 


5 Cents a Copy, $1 a Year 


Rough Proofs 


The Advertising Association of 
Great Britain is now frowning on 
medical advertising which offers to 


cure incurable diseases, and in a 


few more decades will probably 
succeeed in eliminating it com- 
pletely. 

, Y  ¥ 
The attorney-general of Mis- 
souri has ruled that the movie quiz 
$250,000 prize contest is a lottery. 


The customary eight to five that he 
isn’t running for re-election. 


_ = © 


Differences of opinion about the 
official morality of drinking, gambl- 
ing and prize contests explain why 
a lot of their purveyors don’t have 
to work for a living. 


7. @ 


Transmission of race results over 
the telephone wires is a big polit- 
ical issue in Pennsylvania, where 
you probably thought they had a 
lot more important issues to worry 
about. 

. = 


The A&P and other chain store 
companies are prepared to spend 
millions for advertising to regain 
good will lost because they didn’t 
play ball with local women’s clubs 
and civic organizations. Maybe it’s 
more fun doing it that way. 


’ 2-R 


Millions for defense, but not one 
cent for tribute is a great patriatic 
slogan, especially for the business 
man who is less interested in busi- 
ness than a good two-fisted fight. 


7 =. | 


In discussing “outlying circula- 
tion” at the ABC convention, D. D. 
Richards made it plain that he 
wasn't tossing any brick-bats in the 
direction of newspaper circulation 
managers. 

7, VT FV 


The CAB reports that one-third 
of the nation’s radio sets were 
tuned in on the world’s series. How 
did the listening curve in Chicago 
look during the fourth game? 


. x © 


An editorial in ADVERTISING AGE 
Says there is a way to avoid argu- 
ments with the customers on pro- 
duction costs. Is it possible some- 
one is trying to make life easier for 
agency production managers? 


, @ F 


A. H. Fensholt says business pa- 
pers are foolish to run news items 
about new products, but their co- 
operation keeps many a budgetless 
advertising manager whistling 


While he works. 

' 7 WwW 
The public didn't get excited 
about “asthenia,” reports Pluto 
Water, so they'll start talking about 
Mstipation again. Some of the 
Prospects are certainly hard to 


move 
- | 2 


The picture of Sid Luckman’s 
Pearly white teeth on the front 
ver of Life made Russ Colley 
nder whether they were due to 
‘gate or still perfect in spite of 
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One of these days there will be 
radio announcer who in spite of 
temptation will absolutely and 
ely refuse to emphasize the 
‘ng word. 


Copy Cus. 
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COPY PROBLEMS 


Leo R. Sack, vice-president in charge of public relations for Schenley Products, 
swaps opinions with Wesley A. Sturgis, new executive director of the Distilled 
Spirits Institute, during the liquor advertising conference in Washington. 


Liquor Conference 
Argues Proposed 


Ban on Use of Radio 


See 1939 Action on 
Uniform State Rules for 
Liquor Copy 


Washington, D.°C., Oct. 27.— 
Prospects of a vigorously contested 
struggle on the use of radio and 
Sunday newspapers for liquor ad- 
vertising loomed here today as a 
significant development of the 
liquor advertising conference held 
under auspices of the Federal Alco- 
hol Administration. 

The major purpose of the confer- 
ence was the formation of uniform 
rules for liquor advertising in the 
various states, an objective necessi- 
tating revision of several present 
state statutes. 

This, it appeared as the confer- 
ence concluded yesterday, is a proj- 
ect gaining approval and coopera- 
tion from practically all concerned. 
Recommendations made by indus- 
try spokesmen and those of the 
FAA are expected to emerge, possi- 
bly by the middle of December, as 
proposals for specific legislative 
action by the states. The text of 
these recommendations was not 
disclosed. 


Predict New Law 


The media question, as was ex- 
pected, aroused considerable oppo- 
sition to the unofficial frown on 
Sunday newspaper and radio liquor 
copy given by W. S. Alexander, 
FAA Administrator. 

Although pointing out that the 
FAA at present has no authority 
over media used by liquor adver- 
tisers, Mr. Alexander indicated that 
legislation designed to completely 

(Continued on Page 2) 
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NBC Is ‘Billed’ 
$3,750 Per Word 
in Slander Suit 


Pittsburgh, Oct. 27.—National 
Broadcasting Company has received 
a “bill” for four ad-libbed words 
spoken by Al Jolson, one of radio’s 
high salaried performers, on a 
broadcast heard three years ago. 
Those four words, it appeared to- 
day, will cost NBC $3,750 each, 
although they were not in the 
script. 

Mr. Jolson will -not ‘receive the 
money. According to terms of a 
jury verdict returned here yester- 
day in the Common Pleas Court of 
Allegheny County, it will go to the 
Summit Hotel, Uniontown, Pa., 
which claimed that Mr. Jolson’s 
comment was slander and libel. 

The broadcast took place when 
Mr. Jolson interviewed Sam Parks 
during the summer of 1935. In the 
course of the interview Mr. Parks, 
then national open golf champion, 
said that his first professional job 
was at the Summit Hotel. 


Cites Patronage Loss 


“That’s a rotten hotel,’ Mr. Jol- 
son is alleged to have replied. He 
later apologized, explaining that his 
comment was not intended seri- 
ously. 

The hotel, however, claimed in 

(Continued on Page 23) 


Advertisers Unaffected by 


New U.S. Wage-Hour Law 


New Era of Copy 
Seen as Result of 
Wheeler-Lea Rules 


Fort Worth, Oct. 27.— The dawn 
of a new era of copywriting has 
been brought into being as a result 
of the recently acquired powers of 
the Federal Trade Commission, 
James A. Horton, chief examiner of 
the FTC, declared today before the 
annual convention of the South- 
western Associa- 
tion of Advertis- 
ing Agencies. 

The agency 
gathering was 
one of several 
which drew a 
large attendance 
of advertisers, 
agency and me- 
dia _ representa- 
tives from near- 
by states. Other 
groups that met were the Tenth 
District, Advertising Federation of 
America, Texas Association of 
Broadcasters and the first annual 
Southwest Retail Sales Promotion 
Conference. 

In emphasizing the dual function 
of the FTC as _a_defender. of.the 
consumer against fraud and as a 
protector of honest business against 
the “onslaught of dishonest com- 
petitors,’ Mr. Horton pointed out 
that enactment of the Wheeler-Lea 
amendment has resulted in “fa more 
rigid concept of the duties and re- 
sponsibilities of the advertiser and 
those who prepare and publish or 
disseminate advertisements. This 
amendment to Section 5 of the 
Commission act declaring unfair 
and deceptive acts and practices in 
commerce to be illegal, is applicable 
to trade in general and to the ad- 
vertisement of all commodities. 

“It is quite apparent to me, as it 
should be to you, that because of 
this new concept, the day of the 
old-time copywriter is fast drawing 
to a close. With him will pass such 
practices as conducting product re- 

(Continued on Page 4) 


James A. Horton 


“Bast Minute News Flashes 


Urge Boycott of Salacious Magazines 


Biloxi, Miss., Oct. 28.—A new effort to penalize advertisers who use 
space in objectionable publications was initiated here today as the con- 
vention of the National Council of Catholic Women adopted a resolution 
pledging support of a campaign against “the widespread and still grow- 
ing circulation of salacious publications” and promised withdrawal of 
patronage from companies that advertise in such periodicals. 


Edwards Leaves Agency Business 


Fort Worth, Oct. 28.—Coincident with his retirement as president 
of the Southwestern Association of Advertising Agencies, Joe Edwards, 
of Tracy-Locke-Dawson, Dallas, announced today his retirement from 
the agency field to become sales manager of the Texas State Network, 


with headquarters here. 


Maritime Commission to Cease Advertising 


Washington, D. C., Oct. 28.—When the existing contract with Arthur 
Kudner covering the American Republics Line account expires in Jan- 
uary, the Maritime Commission will step out of its role as a national 
advertiser, it was learned today. The Commission will leave any further 
space buying to the revamped Dollar Lines, headed by Senator William 
Gibbs McAdoo and Joseph Sheehan, chairman of the board and presi- 


dent of the company, respectively. 


Gilbert Appoints Alley & Richards 


Boston, Oct. 28.— William L. Gilbert Clock Corporation, Winsted, 
n., today appointed Alley & Richards Company as its agency for a 
16| campaign to start shortly on a new line of Super-Gilbert clocks. 


Standards 
Higher Than 


Requirements 


Statute 


New York, Oct. 27.—The new 
federal wage and hour law which 
became operative last Monday will 
have little, if any, effect on market- 
ing operations or distribution poli- 
cies of industries representing the 
leading advertising classifications, a 
survey of national advertisers here 
revealed today. There is consider- 
able confusion and uncertainty re- 
garding the full scope and applica- 
tion of the wage-hour regulations 
but in most cases nationally adver- 
tised commodities are produced 
under conditions substantially bet- 
ter than the minimum required by 
the federal statute. 

Most typical, perhaps, is the 
situation existing in the food field 
in which there are a large number 
of individual producers, ranging in 
size from very small to very large. 
The effect of the new law will be 
almost negligible, according to Paul 
S. Willis, president of the Associ- 
ated Grocery Manufacturers of 
America, and will be confined to the 
smallest producers. 


High Standards Cited 


“Food.and grocery nianufacturers 
have been operating largely within 
the prescribed government limits, 
ever since the days of the NRA,” 
said Mr. Willis. “As far as wages 
and hours go, they will not be af- 
fected, at least insofar as regular 
employes are concerned. There is 
still a lot of doubt as to just what 
the new law means and how the 
regulations will apply to such em- 
ployes as salesmen, truckmen and 
watchmen, but I think it can be 
stated that, in general, the wage- 
hour law will have no effect on 
food and grocery merchandising or 
advertising, nor on food prices. 
“Of course, it must be remem- 
bered that the law was aimed pri- 
marily at the low-wage industries. 
Ours is not in that category, al- 
though there may be some small 
individual producers who are below 
standard. Where sweatshop condi- 
tions exist, the new law will apply, 
of course, but the application will 
certainly not change basic condi- 
tions in this field.” 
A somewhat similar condition 
(Continued on Page 23) 


Jingle, Jingle 
Little Sign, Burma 
Has a Blade Divine 


Minneapolis, Oct. 26.—The fa- 
miliar roadside signs which for 
years have been heralding the vir- 
tues of “half a pound for half a 
dollar,” will shortly introduce a 
new product to the motoring public 
when Burma Vita Company offers 
Burma Shave blades as a companion 
to its brushless cream. Although 
advertising plans for the blades 
have not yet been completed, it was 
indicated that one out of every 
three Burma Shave signs in 44 
states will carry blade copy. 

Allen Odell, advertising manager 
of the company, said today that a 
sampling campaign now being com- 
pleted in Minnesota, is to be fol- 
lowed by a similar test in Wiscon- 
sin. Retail price for the blades is 
15 for 25 cents. All Burma Shave 
copy will emphasize the desirability 
of using both products. 
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New FTC Board for 
Magazine, Radio 


Inspection Task 


Washington, Oct. 26.—The so- 
called Special Board of the Federal] 
Trade Commission, charged with 
the study of magazines and radio 
continuity, has been abolished, it 
was announced today. In its place 
has been created the Radio and 
Periodical Division, which will carry 
out the same functions and do 
identically the same work. 

This change, while purely a tech- 
nical one, is viewed in some quar- 
ters as evidence of the FTC’s 
attempt to correct certain inefficien- 
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cies which have been charged 
against its plan of operation. 


Headed by Morehouse 


The Radio and Periodical Division 
will continue to scrutinize all radio 
continuity and magazine advertise- 
ments to detect matter that is false 
and misleading on its face. As did 
the Special Board, it will report its 
findings directly to the commission, 
whose examiner’s division will then 
study the report before action is 
taken. 

New head of the Radio and Peri- 
odical Division will 
Morehouse, formerly an attorney in 
the office of Chief Counsel W. T. 
Kelley of the commission. S. J. 
Adams was formerly head of the 
Special Board. 


be P. B. 


Liquor Conference 
Argues Proposed 
Ban on Use of Radio 


(Continued from Page 1) 


eliminate liquor copy from the air 
will be submitted to Congress next 
year. Phillip E. Buck, general 
counsel for the FAA, also promised 
that such legislation would be 
sought. 

Challenging this view were Ne- 
ville E. Miller, president of the 
National Association of Broadcast- 


ers; Dr. W. A. Sturgis, of the Dis- 
tilled Spirits Institute, and Roy 
Durstine, president of Batten, Bar- 
ton, Durstine & 
Osborn. Also in 
the ring and be- @ 
rating the indus- 3 
try for a “policy @ 
of stupidity” was @ 
Gene Tunney, } 
chairman of the @ 
board of Ameri- 
can Distillers 
Corporation. 

Administrator 
Alexander _ said, 
“I am disturbed by the increased 
distilled spirits radio advertising 
and am certain that the public re- 
sents the intrusion of alcohol into 
the family circle.” 


Gene Tunney 


Newsweek’s October 


is *32% 


1938 Advertising Revenue 


ahead 


of Last Ovtobex’s | 


For October 1938, Newsweck has recorded 
a 32% gain in advertising revenue over the 
previous October. This astonishing increase 
comes hard on the heels of Newsweek's 
September gain of 23% . 


. . the only gain 


enjoyed by any major weekly that month. 
And for November, it already appears likely 


that Newsweek will continue its rise, by 
ringing up another healthy gain. 


Significance--The significance of News- 
week's increases is too obvious to require 


much elaboration. Astute advertisers rec- 
ognize gains are a reliable index of profit- 
producing power. Newsweek's gains prove 
the merit of its market of over 320,000 
thinking, high-income families. 


The trend's to Newsweek. 


*P. 1. B. will show Newsweek's gain as 55% for two reasons: 
October 1938 has five weeks, while October 1937 had four. P. 1. B. 
will cast October against October without making allowance for the 
extra week this year. Newsweek's comparison takes only the first 
four weeks of this October. Also P. 1. B. assumes all advertisers pay 
the one-time rate. The figures above are based on actual revenue. 


Tlewsweek 


The Magazine of News Significance 
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Mr. Alexander recalled that he 
had suggested to Congress last Year 
passage of an amendment to 
FAA act which would bar liquor 
advertising on the radio. The Sug. 
gestion, he said, was based on 
“what we believe to be sound cop. 
sideration of public policy and Was 
also prompted by a very substantia) 
number of letters of criticism whic) 
the Administration has _ receiyeg 
from all sections of the country 
with respect to liquor advertising 
on the air.” 

Taking immediate issue with My 
Alexander, Mr. Miller asserted tha; 
such legislation as that indicateg 
would result in unfair discriming. 
tion and would unduly favor othe; 
media. 

“The broadcasting industry,” he 
said, “is anxious to cooperate jp 
carefully selecting programs and 
controlling advertising copy.” | 
will also continue the restraint that 
has always been exercised jp 
spiritous liquor advertising, he 
emphasized. For these reasons, he 
asserted, self-regulation rather than 
legislation is the proper answer. 


Oppose Blanket Taboo 


Dr. Sturgis said that, while mem- 
bers of the institute will continue 
their hands off policy on radio ad- 
vertising for their products, “We do 
oppose blanket elimination of such 
advertising from radio.” 

Mr. Durstine also emphasized the 
discriminatory nature of a possible 


taboo on radio advertising. “No J 
channel of advertising media should 7 


be denied the industry,” he said, 
“so long as other products are | 
allowed to continue use of those 
methods.” 

Mr. Tunney drew no cheers for 
his blunt assertion that the liquor 
industry “has followed a policy of 
stupidity engendered by pure | 
greed.” He also declared that “our 
advertising has been ill-concerted, 
ill-considered ballyhoo.” 

He told the liquor industry rep- 
resentatives that liquor advertising 
should be taken off the air and by 
inference said that local and metro- 
politan mewspapers the country 
over were not getting their just | 
share of advertising linage. 


“Tolerance Peak Reached” 


“Remember,” said Mr. Tunney, 
“the newspapers represent the 
strongest bulwark against the re- 
turn of prohibition. It was the 
small town and metropolitan papers 
who won the fight for repeal. Are 
we now forgetting them?” 

Using the tobacco industry as an 
example of what the liquor indus- 
try should not do in the line of 
advertising practices, Mr. Tunney 
said that today distillers and brew- 
ers are allowing “the same ques- 
tionable tactics in advertising which 
were followed in cigarette advertis- 
ing.” Such a policy could not be 
applied to liquor and should defi- 
nitely be stopped, he declared. 

“The nation has reached its peak 
of tolerance. Distilling must b 
from here on developed as a quasi 
public utility and purge itself of 
abuses and its attendant ballyhoo. 
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DO YOU KNOW 
THAT... 


:-| Mrs. Nashville spends more for her car and its upkeep ~" 
" than either Mrs. U.S.A. or Mrs. Tennessee? 


: 32.8% of all Tennessee automobiles are con- 
centrated in the Greater Nashville Market P 
; The only newspapers capable of reaching and 


selling all of this motor-minded market are 


THe NASHVILLETENNESSEAN Nashville 


[THE ONLY MEASURABLE MEANS OF[] REACHING THE NASHVILLE MARKET | 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Piano Manufacturers 
Seek Leveling of 
Sales Curve 


Spring Advertising 
Drive Planned for Next. 
Year 


New York, Oct. 27.—Plans for the 
first industry-wide advertising cam- 
paign to increase piano sales during 
the spring were made at a meeting 
here this week under the auspices 
of the National Piano Manufactur- 
ers Association. Piano sales have 
always reached a peak in the fall, | 
and the proposed drive will be an 
effort to establish a second selling 
season. 

Representatives of 80 per cent of 
the manufacturers in the field at- 
tended the meeting. A committee 
headed by J. L. Seltzer, advertising 
manager, Winter & Co., was formed 
to prepare plans for a campaign 
next spring. Other members of the 
committee are J. D. Cowen, S. T. 
Seidman Advertising; Charles M. 
Freeman, Federal Advertising| 


Agency; C. S. Hammond, Frederick 
Loeser & Co., department store; and 
C. G. Suber, N. W. Ayer & Son. 

The drive is expected to embrace 
newspaper, direct mail, and point- 
of-sale advertising. The National 
Piano Manufacturers’ Association 
will be the sponsor. The committee 
drawing up plans for the drive will 
report at another meeting of the en- 
tire group of advertising representa- 
tives to be held about Jan. 1. 

Expect Upward Trend 


Piano production this year will to- 
tal about 92,000 units, a decline of 
15 per cent from 1937. Those at- 


|'tending the meeting declared that 


this drop does not constitute a re- 
versal of the general upward trend 
which has marked the industry for 
the past five years. 

The industry almost ceased to ex- 
ist in 1933 when only 27,000 units, 
valued at about $10,000,000, were 
sold. By 1937, volume had climbed 
back to 106,000 units valued at $50,- 
000,000. The present capacity of the 
industry was placed at 110,000 units. 
There are only 35 manufacturers re- 
maining in the business, and 28 of 
them were represented at the meet- 
ing. 

The advertising managers re- 
ported that the comeback of the in- 
dustry from depression depths was 
achieved by emphasizing the joy of 
creating music as well as listening 


They asked Minneapolis and St. Paul dedlérs, § 


pore ee ff 
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SLINGING SAM 


Sammy Baugh, whose trigger finger on 
the pigskin has won him gridiron fame, 
tries his hand with some Granger pipe 
tobacco for Liggett & Myers Tobacco 
Company in this window display created 
by Forbes Lithograph Company. 


to it, and by the successful introduc- 
tion of the small piano or console. 
Miniature Models Click 


These small pianos now represent 
65 per cent of the business, grands 


accounting for 25 per cent and up- 


~ 


1, to 1 they answered “WCCO” 


In the prosperous and populous Twin Cities, WCCO was 
selected by twice as many druggists and by one and one-half 
times as many grocers as the next ranking station. 


CY &— In the rich Northwest, WCCO jumped to a 5 to J lead over the 


second ranking station by vote of Northwest grocers and druggists. 


And when you reach consumers through WCCO, you reach dealers too. 
82% of the druggists and 71% of the grocers have radios in their stores. 


This was just reported by the two leading trade papers of the Northwest — the 
Northwest Druggist and the Grocer’s Commercial Bulletin— who asked every 
druggist and every grocer in the entire Northwest which radio station adver- 


tisers should use to move goods off the dealers’ shelves. 


Last April, Crossley Inc. proved that WCCO is 


Fe, : 


— 


——— 


- the most popular station in the Twin Cities. 
S; Year after year, study after study has proved 
7 that WCCO’s dominance is never challenged in 
‘ the Northwest. Now dealers add their voice— 
ah WCCO alone provides the key to economical 


50,000 WATTS 


selling in a big dual market: urban Twin Cities 


and the rich Northwest. 


MINNEAPOLIS-ST. PAUL 


Owned and operated by the Columbia Broadcasting 


System. Represented nationally by Rapio SALes. 


rights 10 per cent. New console 
models are being introduced, and 
Steinway announced its first low- 
priced, small-sized piano only this 
month. 

The consensus among the adver- 
tising men attending the meeting 
was that there are between 700,000 
and 800,000 families considering 
the purchase of a piano. The 
sponsors of the spring campaign 
hope to be able to make buyers out 
of some of these prospects. 

It was also pointed out that the 
traditional method of teaching piano 
students to emulate the masters had 
been abandoned, and that students 
are now being taught to “play for 
fun.” Piano instruction is part of 
the curriculum at 1,230 public 
schools, and radio and music appre- 
ciation courses are aiding in build- 
ing up the market. 


New Era of Copy 
Seen as Result of 
Wheeler-Lea Rules 


(Continued from Page 1) 


search in the office rather than by 
scientific development in the hands 
of trained laboratory specialists in 
a laboratory where it always be- 
longed. 

“The claims for advertised prod- 
ucts, particularly those dealing 
with the health and well-being of 
the individual, will have to be 
based on demonstrated medical or 
other scientific fact. If the product 
possesses any intrinsic worth, the 
opportunity is presented to enhance 
further its value and increase its 
sale by the application of sound ad- 
vertising principles coupled with 
brains, originality and resourceful- 
ness. 

“The consumer is entitled to 
every reasonable protection when 
making a purchase and I venture 
to state that one of the standards 
by which the quality of advertising 
will be judged in the future is the 
extent to which it provides the 
consumer with sufficient informa- 
tion so that he may act intelligently 
when making a purchase.” 


Franke Is Elected 


Paul Franke, Franke-Wilkinson- 
Schwitz, Houston, was elected presi- 
dent of the Southwestern Associa- 
tion of Advertising Agencies. Otto 
S. Bruck, Ratcliffe Advertising 
Agency, Dallas, was chosen vice- 
president. Directors are Raymond 
P. Locke, Tracy-Locke-Dawson, 
Dallas; Ira DeJernett, Ira DeJernett 
Agency, Dallas; David G. Ritchie, 
Ritchie - Colby and Thompson, 
Houston; Dan T. White, White-Mit- 
hoff Advertising Agency, El Paso; 
Victor Lemay, Albert Evans & Le- 
may Advertising Agency, Fort 
Worth; J. B. Payne, Payne Adver- 
tising Agency, San Antonio; How- 
ard Smith, Rogers and Smith, Dal- 
las, and Harold Halsell, Harold 
Halsell Agency, Oklahoma City. 

Presided over by Michael Murphy 
of Houston, governor of the Tenth 
District, the AFA convention drew 
an attendance of 500. Fred Weber 
of New York, managing director 
of the Mutual Broadcasting System, 
replaced Niles Trammel, vice-presi- 
dent of the National Broadcasting 
Company, as the luncheon speaker 
| because of the latter’s inability to 
attend. Elliott Roosevelt, president 
of the Texas State Network pre- 
sided at the luncheon session. 

Sponsored by the Advertising Club 
of Fort Worth as an experiment, 
the success of the first annual 
Southwest Retail Sales Promotion 
Conference held as a pre-conven- 
tion feature led to the appointment 
of a committee to plan for organi- 
zation of a permanent body. 


Kaufmann to McKenzie 

Ted Kaufmann, formerly assist- 
ant advertising manager of Clairol, 
Inc., has joined the sales promotion 


staff of McKenzie Service, New 
York. 


General Outdoor Moves 


| General Outdoer Advertising 
Company will move its general 
| sales division from 1 W. 25th street 
to the 27th floor of the Chanin 


bldg., New York, Nov. 1. 
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Regular Television 
Broadcasts to Be 
Launched by NBC 


New York, Oct. 26—A new ang 
potentially important advertising 
medium will come into being next 
April when the National Broaq. 
casting Company signalizes the 
opening of the World’s Fair with 
the inauguration of regular tele. 
vision service for the public. Ap. 
nouncement of the move was made 
last week by David Sarnoff, presj- 
dent of the Radio Corporation of 
America, which is planning to put 
on the market a limited quantity 
of television receivers. 

Executives of the broadcasting 
chain said that present plans for 
the new television service do not 
include any commercial angles. The 
development of television has been 
engaging the attention of radio re- 
search engineers for years, and it 
has not entirely passed the exper- 
imental stage, even though regu- 
lar programs will be on the air in 
April. Plans are still indefinite 
and nothing has been added to Mr. 
Sarnoff’s statement that the tele- 
vision programs will be on the air 
for “at least two hours each week.” 

Television broadcasts will be sent 
out from the RCA transmitter on 
the Empire State building. The 
equipment is designed to serve an 
area with a radius of about 50 
miles. 


CBS Preparing, Too 


In the meantime, Columbia Broad- 
casting System is busy installing 
a television transmitter in the 
Chrysler tower but no announce- 
ment has been made of any definite 
plan for CBS television broadcast- 
ing. Reports from Washington state 
that 18 television stations, extend- 
ing from coast to coast, have al- 
ready been licensed by the Fed- 
eral Communications Commission. 
If NBC and CBS experiments with 
actual broadcasting are successful, 
advertisers who are eyeing this 
medium will find that there is 
already a nucleus for a natien-wide 
chain. 

Mr. Sarnoff, addressing a meet- 
ing of the Radio Manufacturers As- 
sociation here, said that RCA built 
and sold the television equipment 
which CBS is installing in the 
Chrysler building, and is ready to 
furnish similar equipment to others 
who may wish to enter the field. 

RCA television receivers for pub- 
lic purchase will be on the market 
by the time the World’s Fair opens, 
and a number of other manufac- 
turers are said to be perfecting 
similar plans. 


Onyx Studio Formed 


Onyx Studio, Inc., advertising 
art, has been organized at 67 W. 
44th street, New York. Joseph A. 
Casanova, formerly with Book 
Service Company, and Contempo 
Advertising Artists, New York, is 
president in charge of sales and 
production, and Parmelee W. Cu- 
sack, formerly with Blaker Adver- 
tising Agency, New York, is vice- 
president and art director. 


STOCK PHOTOS 
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Why does a smart merc 


SMART MERCHANT invariably tries 
A to set up shop on a corner. The reason 
is simple enough—he wants to be where 
the traffic is heaviest, where what he has 
to sell will be exposed to the greatest 
number of potential buyers. 

Exactly that same reason is leading 
many a smart advertiser into LIFE! 

These advertisers recognize LIFE as 
advertising’s “busiest corner”. . . . the 
magazine whose every page is a traffic 
center, read by millions of people . . . the 
medium in which what they have to sell 
is exposed to the greatest number of 
potential buyers! 


Now Over 2,200,000 Net Paid! 


LIFE’s ever-increasing circulation, now 
well beyond 2,200,000, is not yet the 
largest in mere numbers. But a quick 
examination of the known facts about 
LIFE indicates that it does have the most 
enthusiastic circulation . .. LIFE is avidly 
read by Father, Mother, Son, Daughter— 
the whole family. It is hungrily absorbed 
page by page. It has developed a total 
readership unequaled in size and quality. 

Proof of this lies in part in the story 
of how LIFE’s 2,200,000-plus copies 
are bought. 

It is common knowledge that maga- 
zines are sold just as vigorously and in- 
geniously as other products. Subscrip- 
tion crews, boy salesmen, club offers, 
and other inducements are used. And 
they produce good circulation. 

In fact, it has always been thought that 
this was the only way mass circulation 
could be obtained and maintained. But 
LIFE has proved differently. For, without 
forced salesmanship, LIFE’s circulation 
has surged upward—steadily, unhaltingly, 


2g Hy? By > 
rae any - bd F ‘ * a ‘ “~ : 2am 
“AS « 2 iid - % , >, ¥ 


hant pick out the corner? 


passing the 2,000,000 mark in less than 
two years, reaching 2,200,000 net paid 
in October, and still rising. 

Today, nearly 1,500,000 LIFE buyers 
dig down for a dime each week to get 
LIFE from their newsdealers. That is 
definitely the biggest weekly newsstand 
sale in the country—and involves more 
money than is paid out for any other 
magazine at the stands. 


Then there are the 725,000 who sxzb- 
scribe to LIFE, to make certain they won't 
miss a single issue. And these subscrip- 
tions are virtually 100% voluntary! LIFE 
employs no subscription crews, uses no 
club offers, or other extraneous induce- 
ments. 


Reason Behind Miracle! 


What's behind this miracle? LIFE’s new 
kind of pictorial journalism—a new jour- 
nalism in which pictures form the text 
and words illustrate the pictures. This 
new journalism enables LIFE readers to 
eyewitness great events, to go to danger- 
ous places, to know their fellowmen, 
humble and great, to understand the 
trends and happenings that are making 
the world what it is today and will be 
tomorrow. 


In doing this, LIFE fills a great need 
for the alert American—the hunger for 
an unprejudiced, undistorted account 
of today’s hectic events—the desire to 
be accurately informed in an entertain- 
ing way. 

Because it fills this need as it has never 
been filled before, LIFE has become 
“America’s most potent editorial force” 
—and to many forward-looking adver- 


tisers . . . America’s most potent adver- 
tising force. 
—_ 


on 
~ 2 


because LIFE gives Americans an eyewitness account of the 
an happenings of the day—because it informs in an 
atertaining way—it has the most enthusiastic circulation, the 


most avid, thorough, page-by- ‘ 
zine published! page-by-page readership of any maga- 


The LIFE circulation miracle continues. Circulation co 


ntinued 
upward even through the summer. Net paid for August was over 


2,000,000; for September, 2,100,000. Early October issues 


topped 2,200,000. Yet... LIFE is not 


: sold to th aa 
buy it because they want what LIFE ese people—they 


alone offers them. 


Is LIFE a productive advertising medium? One dramatic 
proof among many is the recent renewal of astute RCA’s 
huge LIFE contract for its multiple-page advertising feo 
ture “LISTEN.” This campaign—exclusive in LIFE~— 
p totaled 67 pages in the past year. Now, after checking 
fe i aiial 04 dtdlis demain hee te nll NBC listeners, radio-set owners, and RCA Victor dealers 


—after exciting sales increases—RCA will continue 
LISTEN” for the coming year. 


a ot — affairs, medicine, science, art, etc. have 

whiny aim and gratitude of those who believe that 

llege, = not ignorance, is bliss. In schools and in 
» LIFE is a recognized reference work. 


“The more traffic, the more sales” applies to advertising 
as well as to merchandising. LIFE is “advertising’s busiest 
corner.” ITS CIRCULATION NOW TOPS 2,200,000. 


“Sara 


FE buyers pay out a dime each week at news- 
stands. 725,000 others have voluntarily subscribed to LIFE. To- 
gether, over 2,200,000 buyers pay more than $10,000,000 a 


year for LIFE—the largest amount paid f. r inf 
history of publishing! P or a magazine in the 


1,500,000 LI 
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Oil Marketers 
Complain of 
Unfair Domination 


Government Control 
of Pipe Line System Is 
Suggested 


Chicago, Oct. 25.—Monopoly was 
a word heard again and often here 
today and yesterday as the National 
Association of Oil Marketers staged 
its annual cenvention, a gathering 
devoted in large part to vigorous 
complaint against allegedly unfair 
domination of the industry by the 
“majors.” 

Although there was little direct 
mention of advertising during these 
sessions, the anti-monopolists’ 
strong desire to change the present 
situation in the industry, plus evi- 
dence of administration interest in 
this desire, may raise several ques- 
tions as to the part advertising will 
play in any possible changes. 

Among those to sound a vigorous 
plea for the independent oil man 
was Ida M. Tarbell, remembered as 
the author of “The History of the 
Standard Oil Company.” Unable 
to be present, Miss Tarbell’s ad- 
dress was read to the convention 
which listened with interest to her 
suggestion that the government 
buy the pipe line system in order 
to “divorce it completely from the 
shippers who own it.” 

Others to address the convention 
included Wendell Berge, special as- 
sistant to the Attorney General, 
and James F. Lawrence, Tulsa, 
spokesman for the independents. 

William E. White, Delta Oil Com- 
pany, Petersburg, Va., was elected 
president of the association. R. J. 
Coughlin, Westland Oil Company, 


TO KELVINATOR POST 


J. Nelson Stuart, formerly advertising 
and sales promotion manager of the 
Delaware, Lackawanna & Western Coal 
Company, has taken a similar post with 


division of Nash-Kelvinator 
Corporation, Detroit. 


Kelvinator 


dent, while Paul E. Hadlick, Wash- 
ington, D. C., was re-elected sec- 
retary. 

Urging government ownership of 
oil pipe lines to provide a greater 
degree of parity between independ- 
ents and the “majors,’’ Miss Tarbell 
declared that “the chief stone in 
the present foundation of the oil 
monopoly is just what it was 60 
years ago—control of transporta- 
tion.” 


Recalls 1911 Decision 


Dipping into history, Miss Tar- 
bell said that division of the oil in- 
dustry into 39 component parts by 
the Supreme Court in 1911 “de- 
stroyed nothing but the plan of 
operation.” 

In this decision, she said, “The 
Supreme Court had not touched 


Minot, N. D., was named vice-presi- 


e 


causes. It sought to punish, not to 


cure. The government and its agen- 
cies have gone on seeking to pun- 
ish by destroying superstructures, 
never reaching foundations. 

“What is needed is a great inde- 
pendent business run in the interest 
of all and not the few.” 

Mr. Berge commented upon the 
difficulty of designing anti-trust 
legislation which will treat fairly 
more than one industry. 

“Particular problems in each in- 
dustry which need legislative at- 
tention cannot be solved by any 
blanket amendment of anti-trust 
laws,” he remarked. 

“Legislation designed to deal 
with the problem of seasonal sur- 
plus in the milk industry and to 
provide for orderly marketing of 
that surplus would be a poor sol- 
ution for the troubles of the inde- 
pendent oil marketers. 

“The principle of the anti-trust 
laws that there shall be no unrea- 
sonable restraint of trade or mo- 
nopoly or attempt to monopolize 
is sound and must continue to be 
the backlog of our governmental 
policy.” 

Equalization of transportation 
costs was set forth by Mr. Law- 
rence as the most important factor 
in the independents versus “ma- 
jors” struggle. 

“To equalize transportation 
costs,” he declared, “would destroy 
the greatest power the Standard 
has without having any general ef- 
fect upon the price except that the 
law of supply and demand would 
necessarily cause some readjust- 
ment.” 

Equalization of transportation 
costs, Mr. Lawrence added, would 
also serve to return considerable of 
the oil transportation business to 
the railroads because of the in- 
creased speed and other factors 
available. 


Thayer to WWNC 

John E. Thayer has resigned as 
secretary of the Asheville Mer- 
chants’ Association to become com- 
mercial manager of WWNC in Ashe- 
ville. 


Agency Heads Lend 
Talents in Drive 


fo Re-elect Barton 


Opponent Says BBDO 
Clients Constitute 'Lib- 
erty League’ 


New York, Oct. 26.—High-priced 
copywriting talent, represented by 
executives of a number of New 
York’s largest agencies, is being de- 
voted to the “Public Notices” col- 
umns of two local newspapers, in 
support of Bruce Barton’s candidacy 
for re-election to Congress. 

Beginning this week and continu- 
ing until Nov. 8, insertions urging 
Mr. Barton’s return to Washington 
are appearing daily in the Herald 
Tribune and the Times. Fellow 
agency executives followed the 
same practice a year ago when he 
first threw his hat in the political 
ring. 

The first in the series bore the 
name of Jim Adams, who is execu- 
tive vice-president of Benton & 
Bowles. L. R. Wasey, president, 
Erwin, Wasey & Co.; Thomas L. L. 
Ryan, president, Pedlar & Ryan, 
and J. Stirling Getchell are among 
the others whose efforts are sched- 
uled to appear. 

The contribution by O. B. Win- 
ters, executive vice-president of 
Erwin, Wasey, read: “In one short 
year in Congress, Bruce Barton has 
proved himself a figure of national 
importance! Help to re-elect this 
active progressive Congressman 
from the 17th district.” 


Assails BBDO Clients 
Meanwhile, Mr. Barton’s advertis- 
ing connections are being used as 
ammunition in campaign speeches 
by his Democratic opponent, Walter 
H. Liebman. The latter has at- 


—_=» 


tacked Mr. Barton as “primarily a 
spokesman for and servant of his 
private clients, who constitute 
Liberty League roster of the bitter. 
est enemies of the New Deal.” 

In a recent campaign talk, yy 
Leibman attacked Barton through 
his clients. He said: “Official reg. 
ords showed these clients to include 
Borden Farm Products; Boston Eqj. 
son; Boston Morris Plan; Brown 4 
Williamson; the Carborundum Com. 
pany; Chase National Bank; Con. 
solidated Edison; Continental Can 
Company; Curtis Publishing Com. 
pany; E. I. du Pont; United Fryjt 
Company; General Electric Com. 
pany; the National City Bank: 
Northwest Bancorporation; Pitts. 
burgh Plate Glass Company; Rem. 
ington Arms; Remington Rand, and 
there are still many others. 

“In other words, the man who js 
supposed to represent the people of 
the 17th Congressional district is in 
fact closely linked with the inmost 
councils of reaction and high 
finance.” 

In a campaign pamphlet, “Lieb. 
man’s Handbook on Recovery,” the 
Democratic candidate urged voters 
to read the platform contained 
therein “for many of the big news- 
papers do not look kindly on one 
who threatens, as I do, their Bruce 
Baron, the darling of the biggest 
and most reactionary groups in 
America.” 


Komer with A & P 


Max Komer, formerly with the 
Broadway Department Store, Los 
Angeles, has been appointed adver- 
tising manager of the Great At- 
lantic & Pacific Tea Company stores 
in California, with headquarters in 
Los Angeles. E. H. March has been 
named sales manager. 


L & T Shifts Two 


Eugene Duckwall, formerly as- 
sistant manager of the media de- 
partment of Lord & Thomas, Los 
Angeles, has been appointed busi- 
ness manager of the Hollywood of- 
fice. Don Francisco, Jr., has been 
transferred from Hollywood to the 
Los Angeles office. 


10,000 WATTS » WASHINGTON, D.C. + A CBS STATION 


Owned and operated by the Columbia Broadcasting System. Represented by Radio Sales: 
New York, Chicago, Detroit, Milwaukee, Charlotte, N. C., Los Angeles, San Francisco 


1. WISV won the World Series Immediately after each day's 


broadcast of the World Series, Crossley Inc. called homes throughout 
metropolitan Washington to learn which radio station was tuned in 
for the games. € Every major Washington station carried the World 
Series at the same time. But habitual station preference could make 
listeners choose one station over another ( 46% of the audience had 
dialed W J|SV—25% more listeners than the second ranking station! 


3. Like a hand in @ DIOVE We asked leading food and dru 
& g& 


wholesalers to define “the Washington market.” The composite pic- 
ture they drew for us parallels, almost exactly, the mail patterns of 
typical WJSV programs. € A/one among Washington stations, W JSV 
delivers its signal—sharply and clearly—everywhere that Washington iz 
people buy and Washington dealers sell. @ Like a hand in a glove, 
WISV fits the Washington market! 


2. Retailers prefer WISV A Washington advertising agency 


recently called on a cross-section of grocers and druggists in Washing- 
ton to learn what station they would recommend to sell goods in their 
stores. € More of these retailers selected W JSV than any other Wash- 
ington Station...40% more than chose the next ranking Station! 


by | 


WIsv | 


Washington’s Best Salesman 
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‘any advertiser should be in the 
sition to report on the value of 
‘otogravure, it is the Walk - Over 
Shoe Company, who have used it 
for 14 consecutive years. Therefore, 
when they say that they have found 
rotogravure to be not only “sales 
building, but institutional and educa- 
tional as well/’ it is evidence worthy 
of your most careful consideration. 

Rotogravure is one medium con- 
cerning which so sweeping a claim 
could be justly made. For it is unique 
in that it combines the saturating 
coverage of Sunday newspaper cir- 
culation with magazine-like beauty 
of reproduction and length of life. 

lf you have not had occasion to 
determine what the combination of 
these two qualities can do for your 
sales, try a test campaign in one 
area with rotogravure. It won't cost 
you much, but the results will be 


conclusive. 
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Super Markets 
hid Independents, 


Declares Albers 
Tells Packers New Out- 


lets Take Sales from 
Chains 


Chicago, Oct. 25.— Most of the 
business Won by super markets is 
at the expense of chain stores, 
w. H. Albers, Cincinnati operator 
and president of the Super Market 
Institute, told the Institute of 
American Meat Packers here to- 
day. Mr. Albers represented one 
pranch of distribution on a pro- 
gram which also included George 
Steindl, of Chicago, president of the 
National Association of Retail Meat 
Dealers; Lewis W. Cole, Louisville, 
president of Steiden Stores, Inc., 
and Charles E. Smith, Dayton, O., 
past president, National Association 
of Retail Grocers. 

Mr. Albers asserted that chain 
efficiency has waned in_ recent 
years, and that since meat con- 
sumption is retarded by high prices, 
the supers, giving more for the 
money, are the new hope of meat 
packers. The present problem, he 
said, is to convince consumers that 
present meat prices are at a reason- 
able level. 


Called Aid to Independents 


The super market representative 
said that the new type of distribu- 
tion has been beneficial to inde- 
pendent meat and grocery stores, 
increasing their business 10 per 
cent in Cincinnati. 

Supers represent high mobility, 
as contrasted with the sluggishness 
of chains, whose plans are of ne- 
cessity laid far ahead, he said. The 
super market was pictured as being 
able to change its strategy quickly 
to meet unusual weather or any 
other conditions, while the chain 
manager is committed to a course 
dictated at some distant point. 

Mr. Steindl, speaking for the re- 
tail meat dealer, said that the new- 
found popularity of poultry and the 
tendency of many packers to de- 
liver meats ready for delivery to 
the consumer are _ outstanding 
trends in the field. Turkey has be- 
come a 12-month dish, he said. 


Growth of Combinations 


Mr. Smith, representing the in- 
dependent grocery and meat dealer, 
said that a survey among the Na- 
tonal Association of Retail Grocers 
showed 89.5 per cent to be operat- 
ing combination meat and grocery 
Stores. Meat accounts for 26 per 
‘ent of their volume. He urged 
“we packers to embark on a cam- 
balgn of education of the dealer 
and his salesmen. 

He asserted that standards must 
% established for meat, since much 
urent advertising is misleading 
inless some indication of quality is 
sven. When his customers find 
horterhouse steak advertised at 20 
tents a pound, while Smith charges 
“cents, they are inclined to think 
%€ ls committing robbery. The fact 
2 he asserted, that the entire ques- 
“on is one of quality. 

‘ Mr. Cole, the chain representa- 
“ve, also said much retail advertis- 
ne is misleading. A perusal of the 
“sy he said, would suggest that 
mb never grows into a_ sheep. 
osted foods, he said, have been a 
won to the fishing industry, do- 
“€ more than any other recent de- 
“pment to popularize denizens 

‘the sea with the housewife. 

He aid that meat promotion 
~ Ould be designed with the object 

' “mulating consumption of cer- 
its in areas in which it is 
* subnormal. 


ta x 


hins Grant Agency 

wattna E. Schuster, formerly sec- 
ha and office manager of Morris- 
 *er-Roth, Chicago, has joined 
, “aff of Paul Grant, Advertis- 


FAA Members 
Head South for 


Texas Conclave 


Chicago, Oct. 27.—The Financial 
Advertisers Association, scheduling 
its convention in Fort Worth Oct. 
30-Nov. 4, will again make use of 
the “school” idea successfully em- 
ployed last year, it was announced 
today as association headquarters 
here released the program for the 
conclave. 

Public relations will be one of 
the main courses in the school, with 
a faculty including such experts as 
Dr. James C. Dolley, of the Uni- 
versity of Texas, and Hon. W. Lee 


ducer 
homa an 
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O’Daniel, Democratic nominee for 
governor of Texas. Dr. Dolley will 
discuss “Public Relations Through 
Economic Education,’ while Mr. 
O’Daniel’s subject is “Humanizing 
Public Relations.” 

A session devoted to trust devel- 
opment will include three addresses 
on advertising by Towner Phelan, 
assistant vice-president, St. Louis 
Union Trust Company; Jordan C. 
Ownby, advertising manager of the 
First National Bank of Dallas, and 
Elmo Roper, New York research 
counselor. 

Another public relations slant 
will be covered by James Rascovar 
II, vice-president of Albert Frank- 
Guenther Law, New York, in 
“Modern Public Relations for In- 


Texas farmers 
serious way- 
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ds of 525,000 birds 
econd largest 


ction. 


gs lag in many districts 


cember. In Oklahoma 


provide a part of 
at makes farmers 


vestment Houses.” Also scheduled 
for this departmental is John J. 


Harris, advertising manager of 
Fenner and Beane, New York, 
whose subject is “Advertising 


Technique for Investment Houses.” 


Other Convention Speakers 


Other convention speakers will 
include Lewis F. Gordon, assistant 
vice-president of the Citizens & 
Southern National Bank, Atlanta; 
Dale Brown, assistant cashier of the 
National City Bank of Cleveland; 
Merrill Anderson, president of 
Merrill Anderson Company, New 
York; Eliot H. Thompson, publicity 
director of Washington Loan & 
Trust Company, Washington, D. C., 
and Harold P. Klein, assistant vice- 
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dairy products. 
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Po \lahoma-North Texas 
The Farmer-Stockma , 
on peak in 
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president of the Iowa-Des Moines 
National Bank & Trust Company, 
Des Moines. 

A complete session is to be de- 
voted to radio advertising for 
banks. This will be under the di- 
rection of Harold D. Cothrell, as- 
sistant cashier of the Fort Wayne 
National Bank. 


ae. . 

“Bee” in San Francisco 

McClatchy Newspapers, pub- 
lisher of the Sacramento Bee, Fresno 
Bee and Modesto Bee, has opened a 
retail advertising office in the Hol- 
brook bldg., San Francisco. Rob- 
ert P. Kimball, formerly on the dis- 
play staff of the Sacramento Bee, 
has been named manager, with J. J. 
Nelson as assistant. 
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OKLAHOMA CITY, OKLA. 


THE OKLAHOMA PUBLISHING COMPANY ® WKY 
THE DAILY OKLAHOMAN ® OKLAHOMA CITY TIMES 
MISTLETOE EXPRESS @® KVOR, COLORADO SPRINGS 
REPRESENTED BY THE KATZ AGENCY, Inc. 
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Seeks Fair Trade 
Practice Rules 


on Subscriptions 


Washington, D. C., Oct. 26.—High 
pressure selling methods employed 
by magazine subscription agencies 
have begun to occupy the attention 
of the Federal Trade Commission, it 
was learned here today, and an at- 
tempt is being made to formulate a 
code that will eliminate the objec- 
tionable practices. 

The FTC has held several con- 
ferences with representatives of 
subscription organizations, looking 
toward adoption of fair trade prac- 
tice rules which will govern the in- 
dustry. Meetings held thus far 


———_—_—_—_—————_—_—— 


‘have been of a preliminary nature 
and the exact nature of the rules 
to be adopted is yet unknown. 

The Commission is moving slowly 
because some doubt exists as to its 
jurisdiction, since most of the sub- 
scription agencies operate within 
the boundaries of one state. Fur- 
thermore, oral presentations, which 
are difficult to check, constitute the 
chief dependence of the subscription 
expert. 


Promotion Scheme Hit 


The FTC draws a distinction be- 
tween the operations of subscription 
crews, to some extent, at least, in- 
dependent of the publisher, and the 
latter’s own subscription activities 
which involve some undesirable ele- 
ment. — srwnscen the FTC issued 


a cease and desist order against a 
Chicago circulation promotion plan, 
based on puzzles and other contests 
in which fraud was alleged. 

Commission officials indicated 
they will continue to work for a 
voluntary agreement which will 
eliminate most of the unfair prac- 
tices now attributed to subscription 
agencies. 


Wolfe in New Post 

Don Wolfe has joined General 
Publicity Service, Detroit, as public 
relations counsel and director of re- 
search. 


Joins “Hairdresser” 

Blanche Tannehille, formerly with 
Woman’s World, has been appointed 
subscription fulfillment manager of 
The American Hairdresser, Chicago. 


advises the motorist to 


LOOK 


What America’s ‘“‘Average’’ Voter Thinks 


Of a Third Term for Roosevelt 


A LOOK researcher interviews Ted Smith, 


silver miner, 
the surface at Park City, 
Summit County voter, 


20 Years of Peace? Since the Armistice was 
signed in 1918 three million people have been 
killed in the 19 wars that have been waged. 
Look shows, in the current issue, how the war 


as he works 1,700 feet below 
Utah. 
tells what he thinks 


Smith, a 


~ 


story, 
requests for 1 


to end wars failed. 
“War Propaganda Exposed,” brought 
22,000 reprints from readers, 
educators, ministers and peace organizations. 


INCE 1916 Summit County, Utah, 

has divided its votes for president 
almost exactly as the nation divided. 
In 1938 Roosevelt won 62:5°% of the 
national vote—he got 62.2% in Summit 
County. The lives and occupations of 
the county’s 10,000 pious Mermon 
farmers and rough miners are far from 
typically American. Yet as Summit 
County goes, so goes the nation, and in 
the same proportion. 

Look photographers and writers went 
into the heart of the Wasatch Mountains 
to learn what Summit County voters 
thought on issues of 1940. More than 450 
pictures were taken, hundreds of voters 
were interviewed. Look presents this 
interesting, fact-packed picture story in 
the November 8th issue. 


about a third term for Roosevelt, hazards a 
guess as to the chances of a third party in the 
1940 election, and airs his views on govern- 
ment spending and other questions. 


What will America do about birth control? 
America’s ablest advocates of both sides 
of this important question debate in the 
November, 8th Look. Margaret Sanger, 
pioneer birth control crusader, and Dr. 
Eric M. Matsner uphold birth control 
against Rev. Edward Lodge Curran. 
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LOOK leads all magazines in newsstand 
sales. LOOK averaged 1,555,000 buyers, per 
issue, at 10c a copy for the first 6 months of 
1938—more newsstand buyers than any 
other magazine, selling at any price. 


LooK’s previous picture 
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GRANDPA GETS UNDER WAY 


LD 


‘GASOLINE 


RICHLUBE 


MOTOR OIL 


The old-timer steps on the gas and leaves his younger but less vital companions 
behind in this poster used by Richfield Oil Corporation in Eastern states which 
“Keep Your Motor Young.” 
New York, is in charge of the campaign. 


Sherman K. Ellis & Co. 


Frisky Patriarch 
Carries Richtield's 
‘Youth’ Theme 


New York, Oct. 26.—A new copy 
theme will bear the sales message 
for the Richfield Oil Corporation of 
New York during the next few 
months, when 3,000 outdoor posters 
throughout 14 Eastern seaboard 
states are utilized for cartoon copy 
built around the slogan, “Keep your 
motor young.” 

Shifting from the joint safety 
and economy theme of the past 
summer, the new campaign will be 
extended to newspaper advertising 
about the beginning of the year. 

The cartoon series will feature a 
frisky old-timer at the wheel of a 
lively car. The first poster shows 


as a football player, with pigskin in 
one hand and steering wheel in the 


less peppy gridders. Subsequent 
old-timer in athletic triumphs over 
younger opponents, all made pos- 
sible by keeping his motor “young.” 

Sherman K. Ellis & Co. is the 
agency. 


$100 Prize for 
Best Book Copy 
Won by Chicagoan 


Chicago, Oct. 27. — Miss Ruth 
Block, associated with Kroch’s 
Bookstores here, has been named 
winner of the nation-wide contest 
among booksellers sponsored by 
George P. Putnam’s Sons, New York 
publisher, for the best presentation 
of its recently released book, Sholem 
Asch’s “Three Novels.” 

Miss Block has been with Kroch’s 
for several years and at present is 
manager of the branch store in the 
loop. For her prize winning effort 
she was awarded $100. 

Her copy, which is being used in 
current advertising by Putnam’s for 
the book, makes skilful use of sev- 
eral appeals and reads as follows: 

“One might call this Asch’ 
Triple Triumph! It will appeal 
greatly to people who read only the 
finest literature; to those who are 
looking for an engrossing work; 
those interested in _ sociological 
changes, to whom the realism o 
these three novels is_ significant 
And you are getting three novels 
for the price of one. ‘Uncle Moses 
is a lusty story of an amazing char- 
acter. ‘Chaim Lederer’s Returm 
concerns a problem close to many 
the adjustment to new environ 
ments. ‘Judge Not’ is a fine psycho 
logical study of a man who inev' 
tably commits a murder of passio? 
But above all is Sholem Asch’s wo? 
derful understanding of huma 
problems.” 


Issue Cigarette Contracts 


All brands of cigarettes manufac 
tured by Stephano Brothers hav* 
been placed under fair trade ©” 
tracts, the Retail Tobacco Dealers © 
America has announced. <Accordiné 
to William A. Hollingsworth, pre>" 
dent of the association, this is ™ 
first instance of any cigarette make! 
putting all lines under fair trade,” 
though a number of individu 
brands, including Philip Morr 
Pall Mall, and Egyptian Deities, * 
already on a fixed price basis. 


a roguish looking patriarch dressed | 


other, just after breaking through i 
a scrimmage-line of younger but 7 


posters will continue to picture the © 
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@ Nine years ago, as the steel fabric of The 
Palmolive Building climbed skyward, we 
ventured to predict that it would become 
the advertising capitol of Chicago. Today, 
one-third of its total rentable area is leased 
to the companies named below — definitely 
the greatest concentration of advertising 


interests under one roof in all Chicago. 
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on Advertising Agencies 
- Batten, Barton, Durstine & Osborn, Inc. 
H's Publishers’ Representatives Benton & Bowles-Chicago, Inc. Publishers 
; ; Murray Breese Associates, Inc. : 
is The American Weekly Buchanan & Company, Inc. Esquire-Coronet, Inc. 
the Paul Block and Associates W m. L. Diener, Inc. General Publishing Company, Inc. 
ort Hearst Magazines, Inc. Export Advertising Agency Harvey & Howe, Inc. 


W. C. Juniac 
in MacLean Publishing Company 
McCall Corporation 
ev- George A. McDevitt Company 
National Geographic Magazine 


Goodkind & Morgan 
Grant Advertising, Inc. 
Lord & Thomas 


James R. Lunke & Associates 


Maxon, Inc. 


Joseph Hershey McGillvra 


The A. N. Marquis Company 
The Modern Hospital Pub. Co. 
B. M. Person 


ra Phelps-Engel-Phelps, Inc. 
por Russel M. Seeds Company 
a Publications 
of Aero Digest Etude National Geographic Sporting Goods Retailer 
ant American Druggist Good Housekeeping Magazine The Sportsman Pilot 
vels The American Weekly Harper's Bazaar The National Horseman The Spur 
ses Apparel Arts House Beautiful The Nation's Schools St. Louis Star-Times 
nar’ Blue Book Ken Newark Star-Eagle Toledo Blade 
urn Boston Herald-Traveler Lancaster Newspapers New Orleans Item-Tribune Toledo Times 
any Bridgeport Post-Telegram Los Angeles Herald & New York Post Town & Country 
ron: Camden Courier-Post Express Oakland Post-Enquirer Townsfolk 
cho Chatelaine MacLean’s Philadelphia Record Verve 
evi- Cincinnati Enquirer Manchester Union-Leader Pictorial Review Washington Herald and 
sion The Comic Weekly-Puck McCall's Pittsburgh Post-Gazette Times 
yon- Coronet McCall Fashion Book Plumbing & Heating What's New in Home 
mat Cosmopolitan Milwaukee News journal Economics 
Day n Journal-Herald Milwaukee Sentinel Popular Homecraft Who's Who in America 
Dental Appointment The Modern Hospital Red Book Who's Who in Chicago 
ts Dental Students’ Magazine Modern Hospital Year Royal Neighbor Who's Who in New England 
~ Duluth Herald & News- Book San Antonio Light Wichita —— 
nave Tribune Motor San Francisco Call-Bulletin§ Worcester Telegram- 
con- Squire Motor Boating Scranton Times Gazette 
rs 0 — 
ding 
res!” 
the 
ake 
p, & 
idus 
orm 
s, are 


PALMOLIVE BUILDING 


919 NORTH MICHIGAN AVENUE AT WALTON STREET, 


ROSS, BROWNE & FLEMING 
RENTING AND MANAGING AGENTS 


919 NORTH MICHIGAN AVENUE, CHICAGO 
WHITEHALL 7373 
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U. S$. GOES TO A PARTY 


And Dennison Has Made Its Name Significant of the Things Party Givers 
Need and Want...... by G. D. CRAIN, JR. 


“Life Goes to a Party” is one of 
the most popular features of the 
weekly picture journal, and for the 
good reason that in America every- 
body gives parties and goes to 
them. With millions of people giv- 
ing millions of parties, there just 
had to be some organization which 
would make itself an encyclopedia 
of facts and a storehouse of mate- 
rials, all related to the specific sub- 
ject of parties. It turned out to 
be the Dennison Mfg. Company. 

Dennison, technically classified 
as a paper converter, makes about 
8,000 items in its factory at Fram- 
ingham, Mass., in an amazing 
variety of colors and materials. 
These products serve the needs of 
industrial consumers of tags and 
labels, the wrapping requirements 
of merchants, and the home and 
office needs of myriads of other 
consumers. The party line is typi- 
cal of how Dennison merchandise 
gets itself sold. 


The company has four retail 


alesmanship’s oldest saw is: 
you sell ‘em, exhort salesmanagers. 


stores, located in Boston, New York, 
Philadelphia and Chicago. They 
not only furnish important outlets 
for the Dennison products, but, 
more important, they indicate the 
kinds of products consumers want 
and the merchandising methods by 
means of which to sell them. Con- 
sequently the stores serve as labo- 
ratories for the retailing ideas 
which Dennison is able later to pass 
on to its 4,000 direct store accounts, 
not to mention the thousands of 
others served by jobbers. 


Completing First Year 


The new Chicago store, which is 
completing its first year, is within a 
stone’s throw of Chicago’s great de- 
partment stores and it would not be 
too much to say that their buyers 
can get ideas on merchandising Den- 
nison products and other related 
goods from the Dennison store on 
East Randolph street. The tables, ar- 
ranged and decorated for parties, 
seasonal and otherwise, shown in 


DENNISON MERCHANDISES PARTY JOY 


Under the supervision of Arnold B. Rich, manager, the Dennison Chicago store 
offers practical demonstrations of how party accessories can bring full enjoyment. 


the Dennison establishment prove 
over and over again the value of 
suggestion. Party givers who come 
to the store with an idea for a party 
come out with this idea expanded 
and with all of the accessories 
needed to make the party a grand 
and gala occasion. They provide 
the same kind of stimulation for 
inquiring retailers. 

Consequently parties mean sales 
to Dennison and have been made 


And there is 


“Selling 1s telling!” 


Tell ‘em and 


no place where this 


maxim holds more literally true than in Houston. No. | in the South in 
buying power, No. 2 in population, Houston is a wealthy, streamlined 
market where people are alert to new buying ideas. And they depend 
for guidance on The Chronicle, with far more circulation and advertis- 
ing patronage than either other Houston newspaper. That is why Hous- 
ton is a place here “Selling IS Telling!’ To sell ‘em in Houston, tell 


‘em in The Chronicle. 


THE HOUSTON CHRONICLE 


LEADS THE SOUTH IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN EVERYTHING 


R. W. McCARTHY 


Manager National Advertising 


THE BRANHAM AGENCY 
National Representatives 


_ -FIRST IN CIRCULATION AND ADVERTISING FOR OVER A QUARTER CENTURY | 


to mean _ sales for department 
stores, stationers and other mer- 
chants who handle its products. 
Whether they are holiday events, 
like Halloween or Thanksgiving, 
personal events like bridal and 
baby parties, or special events like 
bon voyage parties, Dennison has 
found just the combination of prod- 
ucts which will make each party 
more interesting and colorful—and 
all with items which rate relatively 
low in the price classifications of 
the average store. 

That’s another important service 
performed by Dennison through its 
modern retail stores: it has shown 
its merchant customers the possi- 
bilities of ten- and 15-cent items, 
when they are grouped and mer- 
chandised in a thoughtful and 
imaginative way. The plan of pull- 
ing together all of the Dennison 
products which can be used in 
making successful parties is just 
one of many ideas which the manu- 
facturer has tried out in his own 
stores and then has passed on as a 
finished and successful merchandis- 
ing plan to his customers. 


Gives Goods Prestige 


This sort of selling not only lends 
prestige to the goods themselves, 
but emphasizes the kind of sales- 
manship which Dennison puts back 
of its products and recommends to 
its customers. Most manufacturers 
of nationally known trade-marked 
merchandise find the greatest diffi- 
culties at the point of sale, because 
of the fact that all too few sales- 
people are as familiar with prod- 
ucts and their applications as both 
makers and consumers would like. 

The Dennison stores are there- 
fore manned with salespeople who 
are above the average in education 
and intelligence—most of them are 
college girls—and who can carry 
the burden of selling through sug- 
gestion. This is in marked contrast 
with some schools of thought in the 
retailing field, where the cafeteria 
or help-yourself style of salesman- 
ship is developed as fully as possi- 
ble. This is fine for some stores 
and some types of products, but 
Dennison prefers to work with each 
individual customer by giving ex- 
pert sales service, thus making it 
possible for each item purchased 
to suggest another related item. It 
takes more time—but it sells more 
goods and incidentally gives the 
customer the feeling of having been 
successfully served. 


For Special Occasions 


Another type of experience 
which Dennison passes on to its 
customers has to do with packaging 
—wrapping goods for Christmas 
and other special occasions in an 
attractive and colorful style which 
imparts to the most modest gift 
a special character. Wrapping 
paper printed in color, ribbons 
made of paper as well as textiles, 
and tissues of many kinds and hues 
are all promoted through the retail 
stores. 

Dennison supplements its retail 
stocks with the products of other 
manufacturers. This is especially 
true of the gift departments, so that 
about 2,000 items outside its own 
line are sold through the retail 
stores. Not only are these goods 
carried because they can _ be 
sold readily in combination with 
Dennison products, but because 


—— 
—— 


here again can be demonstrated the 
value of suggestion and the suc. 
cessful promotion of related items. 

The Chicago store is the newest 
and hence the most modern of the 
Dennison retail establishments. The 
company is 94 years old, and has 
been doing a retail business in Chj- 
cago for over 60, and so plenty of 
store experience went into the new 
building. It is spacious, with lofty 
ceilings, plenty of room in the 
aisles; it’s fully air-conditioned, 
with Carrier equipment; and its 
ceilings are soundproofed to reduce 
the noises of store traffic. Since 
there are no columns to obscure 
vision or cast shadows, and since 
direct and indirect lighting provide 
almost the equivalent of daylight, 
the store is one of the pleasantest 
places in Chicago in which to spend 
a few minutes or a few hours look- 
ing and learning. 

Part of the program of merchan- 
dising involves demonstrations of 
the numerous applications of Den- 
nison products to home crafts. The 
party-giver, and her name is legion, 
not only can see but learn how to 
make many of the clever decora- 
tions which go far to establish her 
fame as a hostess. A whole room 
on a lower floor is given over to 
instruction, following which the 
customer departs triumphantly 
with her Dennison products and the 
newly-acquired skill to convert 
them into party accessories. 

Successful stores, like those of 
the Dennison Mfg. Company, should 
carry themselves and show a profit; 
but if they perform no other func- 
tion than to widen the application 
and hence the markets of the man- 
ufacturer’s products, and create 
sales ideas which other merchants 
can use, they can justify themselves 
as a valuable division of the pro- 
motional activities which build a 
broader base and a stronger foun- 
dation for the business as a whole. 


Carreras to Katz 


Joseph Katz Company, Baltimore, 
has been appointed to handle the 
American advertising of Carreras, 
Ltd., London, England, maker of 
Craven A cigarettes and Craven 
mixture. Magazines will be used. 


Issues “Deaf Digest” 


Digest of the Deaf, monthly 
magazine, has been launched in 
Springfield, Mass. Willard Woods 
is publisher and business manager, 
and William C. Osmola, assistant 
business manager. 


Preyer Heads Vick 


William Y. Preyer, formerly vice- 
president, has been named presi- 
dent of Vick Chemical Company, 
Greensboro, N. C., succeeding Luns- 
ford Richardson, who has become 
chairman of the board. 


Young Joins Progress 


Thomas J. Young has been ap- 
pointed special representative of 
Progress Plate Making Company, 
Philadelphia. He was formerly na- 
tional advertising manager of the 
Philadelphia Daily News. 
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 B ecause it brocsghé ws Us 


the very Sound of History 


HE AFFILIATES of The Columbia Broadcasting System join 
in this public tribute to Columbia. 


The Sudeten crisis gave radio an opportunity to demonstrate 
how alert it might be to that side of public interest which is 
served by knowing the truth. Columbia gave, at one time, the 
best possible demonstration of its own awareness to the power 
of the truth and of its own ingenuity in obtaining it. 


This has been universally accepted as the most brilliant job of 
news coverage in the history of radio ... and in all history. 


It confirms something we have long known: That to be asso- 
ciated with Columbia is to be associated with the best in radio. 


— The Affiliates of the— 
COLUMBIA BROADCASTING SYSTEM 


WGAR WJAS WRVA KGLO WDRC WCHS WHIO WWL WTOC WORC WREC a 
KFPY KMBC WHP WDNC KSCJ WOKO KRNT WCAU WPRO WFBL WLBZ 
WDOD KLZ WEOA WNOX WGAN KTSA KWKH WHEC WMFG WHLB KFBB 
woc WGBI KFH WLAC WAIM WSBT WFAM KSFO KIRO WDBJ WTAQ 
KARM WIR WISN KOMA WGST WFBM WCAO WBNS WMBD KOIN WKBN 
WNBX CFRB WIBX WKBB KSL WIBW KVI KFAB KGAR KRLD WHAS 
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Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers . | i ene 
Association, Advertising Federation of America - 
—Nielsen Researcher 
Vol. 9, No. 44 October 31, 1938 5 Cents a Copy, $! a Year That? Oh, it's a Nielsen fieldman. 
Ad-libbi 
. 
A. B. C. Audit Problems -1l ing 
P. L. Thomson, president of the;cover the frauds now _ charged 
Audit Bureau of Circulations, de-| against the publications upon the F. | New Safety Approach keep one afloat for from 12 to 16 


voted considerable space in his an- 
nual report to the convention in 
Chicago, October 20, to an explana- 
tion of the attitude of the bureau 
toward the charges which are pend- 
ing in court against officials of 
Tower Magazines, which are ac- 
cused of circulation frauds on ad- 
vertisers, despite the fact that A.B.C. 
audits had sustained the circulation 
claims of the group. 

The head of the A.B.C. offered a 
categorical “No” to the question, “Is 
an A.B.C. audit absolutely proof 
against fraud?” and explained that 
the audit is ordinarily limited to a 
check of the publisher’s books upon 
his premises. Only when the vari- 
ous elements involved in the audit 
fail to check is an outside investiga- 
tion made. The so-called outside 
audit involves an examination of 
distributors’ books, interviews with 
dealers and verification tests upon 
subscribers. 

Mr. Thomson said that the board 
is now considering a proposal to 
make a spot outside check-up a 
part of the regular audit, and an- 
other to open distributors’ books to 
A.B.C. inspection. Both these pro- 
posals, he added, would involve a 
large increase in auditing expense 
and hence in membership dues. 

In the explanation of the alleged 
Tower irregularities which came to 
light when a federal grand jury in- 
dicted some of the magazine execu- 
tives, O. C. Harn, managing direc- 
tor of the bureau, put the chief onus 
for the failure of the A.B.C. to un- 


W. Woolworth Company, through 
whose stores the publications were 
distributed and sold. Their refusal 
to open their records to the inspec- 
tion of the bureau, plus their con- 
firmation of the Tower sales figures, 
caused the audits to be released 
without any discrepancies having 
been discovered, he asserted. 

The auditing problem of the bu- 
reau is admittedly a difficult one, 
and, as Mr. Thomson suggests, is 
perhaps insoluble in any absolute 
sense. Yet it seems to be evident 
that advertisers would like more 
definite assurance that the possibil- 
ity of collusion in the preparation of 
fake circulation records has been 
eliminated than the conventional 
audit as described by the bureau 
president provides. In most cases 
no such machinery is needed, since 
the great majority of publishers are 
honest. On the other hand, the bu- 
reau was established for the pur- 
pose of eliminating the opportunity 
to profit through sharp practices. 

Even if the examination of dis- 
tributors’ books were not made a 
requirement for every audit, it 
might be found practicable to es- 
tablish some general checks of their 
records, especially in cases such as 
that of Tower magazines, where the 
relationship between the publisher 
and distributor is very close. Ad- 
vertisers and agencies will watch 
with interest for further de- 
velopments in the efforts of the bu- 
reau to make its audits fraud-proof 
as well as fool-proof. 


The Reader's Digest Campaign 


Reader’s Digest, famous for cru- 
sades in the motor traffic and social 
disease fields, has now turned its 
attention to outdoor advertising, 
and is running a series of articles 
called “Billboards Must Go.” Re- 
gardless of what advertisers and 
members of the outdoor industry 
may think about the articles, it is 
certain that they will arouse public 
sentiment. 

As in most crusades against out- 
door advertising, this one of Read- 
er’s Digest attacks the industry at 
its most vulnerable spot 
posters and bulletins. 
leaders who are 


highway 
Few civic 
sincere in their 
criticisms of the medium have any- 
thing to say about advertising dis- 
plays in urban but devote 
their efforts to pointing out the 
undesirable features of outdoor 


areas, 


advertising along the highways. 

The industry, as represented by 
the Outdoor Advertising Association 
of America, has met with civic 
groups and has agreed to eliminate 
posters and other signs at scenic 
spots, and to avoid establishing ad- 
vertising locations interfering with 
safe traffic. 

Since the attacks are continuing, 
and since in the present case the 
widespread popularity of Reader’s 
Digest among a particularly impor- 
tant section of the citizenship in- 
sures immediate reactions unfavor- 
able to the medium, it might be 
well for outdoor advertising lead- 
ers to consider whether it is good 
policy to risk the good-will of the 
entire industry to protect a minor 
element in the service rendered to 
outdoor advertisers. 


Aid for the fight to reduce traffic 
accidents comes from the strangest 
places. This time it’s Dixie-Vor- 


tex Company, which makes paper 


cups. At first thought (and even 
at second or third) you’d probably 
find little relationship between 
traffic safety and paper cups, but 
Dixie-Vortex has worked it all out, 
and not unreasonably, that its new 
safety first cups will really be of 
service to the cause in providing a 
safety reminder service. As you 
can see from the cup illustrated 
here, the school patrol boy carries 
the burden of the safety message, 
a message which Dixie-Vortex be- 
lieves will be impressed upon chil- 
dren and adults alike every time 
they sip their favorite beverage 
from one of these cups. 


Safety for Hunters 


Sports Afield tells us that a sur- 
vey shows hunters and fishermen 
spend an average of exactly 38.9 
days per year pursuing their 
quarry, that they have $249 in- 
vested in equipment, and that they 
travel 11,373 miles annually in 
order to find exactly the right spots 
to sight their guns or cast their 
bait. With these entrancing sta- 
tistics before us, we were more 
than ordinarily pleased to pick up 
a copy of the Grand Forks, N. D., 
Herald and to discover that hunters 
and fishermen are acclaiming an 
amazing invention which prevents 
their being drowned while en- 
grossed in the joyful pastime of 
landing a whopper or dropping a 
mallard. It’s the Swimaster life 
preserver, developed by G. P. 
Peterson of Grand Forks, and in 
a three-column ad he explains how 
it is worn in place of a belt, and 
how in an emergency a_ gentle 
squeeze on the belt releases enough 
harmless gas to inflate the belt and 


z 


hours. The most interesting fea- 
ture, to us, is that the inflating gas 
is provided by “a regulation Spark- 
let cartridge, available at all drug 
stores.”” Which certainly creates a 
new use for this carbonated water 
maker. 


Jottings 


Argentina feels that too many 
Americans still think of South 
America as a continent populated 
largely by revolutionary armies and 
marching soldiers. To dispel this 
idea, a new slogan has_ been 
adopted for the exhibit at the San 
Francisco fair: “Argentina has two 
school teachers to every soldier.” . . 

An advertisement for Gislaved 
Cord tires in Affarsekonomi shows 
a traffic scene in Stockholm which 
looks exactly like a traffic scene in 
New York or Oshkosh. Late model 
Fords, Chryslers and Buicks occupy 
the foreground, and not a single 
“foreign-looking” car is visible. . . 

Wonder whether Graham Patter- 
son knows that the Cincinnati Gas 
& Electric Company advertisement 
in connection with the city’s sesqui- 
centennial celebration shows a 
farm family grouped around the oil 
lamp, with papa reading a paper 
prominently labeled, “Farm Jour- 
nal.” ‘ 

In England you need no longer 
buy a radio just because you want 
to listen to one occasionally. You 
can rent any one of 14 models from 
Radio Rentals, Ltd. (Phone Royal 
2585—15 lines) for 1/9 per week 
falling to 10d., which includes free 
service, all replacements, and 
“everything.” ... 

The Extra-Curricular Publishing 
Company of Keokuk, Ia., is urging 
business men to purchase and dis- 
tribute copies of a booklet called, 
“How to Hunt a Job,” by C. R. 
Rasmussen. Distribution of the 
booklet will bring back worth- 
while benefits in good will, the 
publisher says. But what about 
the starry-eyed lad who gets a copy 
of the book and then tries out his 
newly acquired technique on the 
donor? ... 

Forbes & Wallace, Springfield, 
Mass., food shop, advertises its own 
“jam session’—a combination sale 
of jams and marmalade. 

Weldon’s Ladies’ Journal sends 
questionnaires to its English read- 
ers, and discovers several things 
which would seem highly unusual 
over here, such as the fact that 891% 
per cent live in houses as against 
5 in flats and 5 in apartments; more 
than 35 per cent own bicycles, but 
only 2% per cent have refrigera- 
tors and more than 81 per cent 
have a garden. ... 


—e 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1419. How to Sift the Whe: 
from the Chaff. 

The question: Who are the buyer: 
of advertised goods today, and what 
media will find them? is the subject 
of this study issued by True Story 
Magazine, and based on the govern- 
ment’s analysis of consumer pur- 
chases. Going further than to bring 
out the fact that the upper income 
group spends twice as much as the 
lower, the brochure states that the 
upper half buys more because the 
lowest income group ($1,160 to 
$2,000) within the upper half buys 
more. Graphs illustrate how mag- 
azines reach these income groups in 
relation to auto purchasers, personal 
care expenditures and food expen- 
ditures. 


No. 1420. The Cards are on the 

Table. 

It is estimated that more than two 
billion dollars are spent annually for 
street, highway and bridge construc- 
tion and maintenance, according to 
this brochure issued by Roads and 
Streets. Where this money comes 
from and details of its expenditure 
for materials and equipment are 
discussed, followed by an outline of 
the publication’s editorial policy and 
coverage of the market. 


No. 1421. Survey of Electrical Ap- 
pliance Selling. 

Electrical Dealer has issued this 
study of the electrical appliance 
market, covering appliances sold, by 
class of business, radio and appli- 
ance servicing and other data on 
this field. An analysis of the publi- 
cation’s readers is included. 


No. 1397. Farmers Aren’t Hicks. 

Farmers today have tastes gener- 
ally identical to those of urban au- 
diences, according to this broadside 
issued by Radio Station WOW. The 
material summarizes a survey of 
station and program preferences 
made in all of Nebraska’s 93 coun- 
ties—the number of interviews 
scaled in each county according to 
population figures. 


No. 1404. KTUL-Tulsa Market Data. 
This brochure, issued by Radio 
Station KTUL, offers some interest- 
ing business facts about the city of 
Tulsa, with complete market data 
on the 36-county daytime and 11- 
county night time listening areas. 


No. 1391. 
Book. 


The first circulation book of Sim- 
plicity’s Prevue magazine is off the 
press and now ready for distribu- 
tion. In addition to a brief history 
of Simplicity’s Prevue and its wo- 
men readers, and a breakdown of 
Simplicity’s coverage, the book 
gives comparisons with the circula- 
tion of other leading publications 
by states, cities, etc. 


First Prevue Circulation 


No. 1370. Demonstration Portfolio. 

This portfolio, issued by Interna- 
tional Paper Company, contains 
specimens demonstrating the use 
of Adirondack Bond “Letterhead 
Yardstick.” This is a guide to let- 
terhead construction which can be 
used either in the making of a new 
letterhead or in the remodeling of 
an old one. 


No. 1378. Order Getting. 

In this brochure, McGraw - Hill 
Publishing Company describes the 
McGraw-Hill Reference Service, 4 
group of six reference units, each 
covering a specific field, such as 
food, textiles, mining, etc., with data 
so arranged as to require a mini- 
mum of effort on the part of the 
men who specify and buy. 
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October 31, 1938 


ADVERTISING AGE 


\ Vien you want to 


get quick acceptance for an idea ora product 


Impelled by the urge to know what happens, people 


everywhere turn eagerly to the newspaper. Each day, 


this magnetic attraction assembles an assured constant 


audience which gets practically all of its ideas from 


the newspaper. As a result, the newspaper provides for 


the advertiser a huge audience immediately responsive 


to his bid for their business. 


PLesisciTe ... punt for- 
mation ... premiere. . . princess 
slip . . . the everyday vocabulary 
and thoughts of average Ameri- 
cans are constantly enriched with 
words and ideas given currency 
by the newspaper. 

That new words and ideas 
spread so quickly into common 
usage is conspicuous proof of the 
major role the newspaper occu- 
pies in American life. 

Day after day, practically every- 
body who reads at all, reads the 
newspaper. Day after day, the 
newspaper, as only it can, tells 
what happens, pictures it, explains 
and presents it swiftly in attrac- 
tive and understandable review. 

Of all media, the newspaper 
alone provides a permanent daily 
record for consultation at the indi- 
vidual’s own convenience. It is 
always available when wanted as 
a guide to fashion, cookery, in- 
vestments, beauty, home making 
—and as a source of shopping 
ideas. 

Reading the newspaper every 
day is as firmly fixed on the calen- 
dar of consumer habits as eating 


or sleeping. For this reason, the 
newspaper offers the advertiser his 
greatest opportunity for continu- 
ous and effective sales contact 
with an assured constant audience 
which includes virtually all of his 
prospects. 


THE NEWSPAPER which 
is consulted every day of the week 
by the majority of all the families 
in metropolitan Chicago is the 
Chicago Tribune. 

Bought and read seven days a 
week by more than 690,000 fami- 
lies living in every neighborhood 
and suburb of Chicago, the Tribune 
reaches from 242,000 to 477,000 
more families in metropolitan 
Chicago than other Chicago news- 
papers reach. 

Comprehensive news reports, 
top-notch comics and features, 
editorials that inspire real prog- 
ress, and many helpful service 
departments have built for the 
Tribune Chicago's largest con- 
stant audience. 

Here is a friendly, interested 
following already assembled fo, 


the manufacturer. It is responsive 
to buying ideas and accustomed 
to direct solicitation. 


Because it pays them to 
do so, Chicago retailers place the 
major portion of their advertising 
in the Tribune. General advertisers 
spend far more of their Chicago 
appropriations in the Tribune than 
in any other newspaper. 

Every dollar you spend in the 
Tribune can be devoted to selling 
your product and the company 
behind it. Without preamble or 
subterfuge, you can hammer home 
the advantages of your product 
or service. 

Through the Tribune you can 
picture your product in black-and- 
white and in full color. You can 
show it in use and dramatize the 
satisfaction of using it. You can 
enlarge upon the individual fea- 
tures which are known to clinch 
sales. 

Seasonal or emergency condi- 
tions may be turned quickly to 
your advantage because you can 
start or stop your advertising to 
suit your immediate requirements. 
You can back up dealers with 
direct selling help when and where 
they need it. 

By building your advertising 
program around the Chicago 
Tribune you can build greater sales 
volume in Chicago quickly and at 
low cost. Rates per 100,000 circu- 
lation are among the lowest in 
America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Average net paid circulation during the official 
six-month period ended March 31, 1938— 
Total daily, 857 ,963; Total Sunday, 1,115,643 
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ADVERTISING AGE 


October 31, 193g 


SAVES COTTON INDUSTRY 


ANNOUNCING ve crisres: seveuorwint sonct Tee Cone TR 


HEAPRESISTANT 


South Battles 
fo Retain Cotton 


Use in Tires 


Rayon Cord Threat Off- 
set by New Bibb Devel- 


opment 


Macon, Ga., Oct. 26.—The great 
cotton industry of the South will not 
only watch with intense interest the 
result of the campaign placed be- 
hind the new H R cord for tires, but 
will cooperate with tire manufac- 
turers using the new material, ac- 
cording to indications here. 

The industry felt that it was dan- 
gerously threatened by the com- 
paratively recent development of 
rayon cords as a substitute for cot- 
ton in tires, and hailed with relief 
perfection by the Bibb Manufactur- 
ing Company of a new heat resist- 
ant cord made of cotton which is 
specially treated. 

The Bibb H R cord enjoyed its 
public introduction in a page in The 
Saturday Evening Post, which is 
scheduled for a succession of similar 
color insertions. Through Eastman, 
Scott & Co., Atlanta agency, the pro- 
ducer is also waging a heavy cam- 
paign in the trade press. 


Vast Cotton Market 


In 1937, the tire industry con- 
sumed almost 300,000,000 pounds of 
the better grades of Southern cotton, 
or about 10 per cent of domestic 
consumption. The perfection of the 
new cord, it is hoped, will mean re- 
tention of this important segment of 
the cotton market. 

Advertising asserts that the Bibb 
heat resistant cord not only retards 
generation of internal heat, but 
withstands deteriorating effect of 
the heat which is generated when 
the tire is subjected to the torture of 
long runs at sustained high speed. 
This advantage over other cords is 
attributed to the discovery of an en- 
tirely new principle in processing 
cotton, under which the natural 
gums and waxes inherent in every 
cotton fiber are first softened, and 
later fused with the gums and 
waxes as they are rehardened. 

Several manufacturers have 
adopted the new cord, and their own 
advertising will later be added to 
that of Bibb in promoting the new 
material. The National Association 
of Independent Tire. Dealers in- 
spected the new cord at its recent 
convention in New Orleans. 


Accounts to Rumrill 


Bloomer Bros. Company, Newark, 
maker of paper boxes and contain- 


ers, has appointed Charles L. Rum- 
rill & Co., Rochester, N. Y., to 
handle its account. Trimble Nurs- 


eryland Furniture, Inc., 
has also named Rumrill to direct its 
advertising. 


McAdams Joins Ringer 

Walter McAdams, formerly with 
Townsend & Townsend, New York, 
has joined Lee Ringer, Advertising, 
Los Angeles, as account executive 
and head of a newly created de- 
partment specializing in testing 
advertising in advance 


Rochester, 


65% of Growers 
Support California 
Wine Campaign 


San Francisco, Oct. 27.— More 
than 65 per cent of the wine pro- 
ducers of this state have signified 
approval of the $1,800,000 three- 
year advertising and promotion 
plan which went into effect Mon- 
day, it was reported here today. 

The order issued by the Cali- 
fornia State Department of Agri- 
culture provides for an assessment 
of three-fourths of a cent per gal- 
lon on dry wine and one and one- 
half cents per gallon on sweet 
wines. This levy is expected to 
produce $600,000 annually for the 


next three years. A. A. Brock, di- 
rector of the Department of Agri- 


| culture, will serve as administrator 


for the expenditure of this sum. 
An advisory board of winery op- 
erators will assist him. It is also 
expected that an agency will be 
appointed shortly, although media 
plans have not yet been disclosed. 


Marketing Program Separate 


It was pointed out that this mar- 
keting program is separate from 
the state grape growers’ Prorate 
plan, instituted in a move to sus- 
tain the market for grapes but cur- 
rently under attack in the courts. 

This Prorate plan, under the 
state law, permits only a certain 
portion of the grapes to move into 
the market. The remainder is to be 


processed into brandy for storage 
until consumption parallels produc- 
tion. 

Grape growers for dry wines, as- 
serting that there is no surplus of 
this type of grape, have gained an 
exemption from this plan. Grape 
growers for sweet wines, however, 
are faced with distressed prices be- 
cause of over-production. 

Present court action, it was re- 
ported, will probably delay opera- 
tion of the Prorate plan until too 
late for the current crop to be 
handled by the wineries. 


Joins “Time” Staff 

Robert Stephenson, formerly with 
House Beautiful and New York 
Times, has joined the advertising 
staff of Time, New York. 


—— 
———_—___ 


Witherell Named 
Head of Church Co. 


Richard W. Witherell has been 
named president of C. F. Church 
Mfg. Company, Willimansett, Mass, 
succeeding the late Otto Kolstad 
Mr. Witherell has been with the 
company since 1923. 

Dudley S. Warth, formerly vice. 
president and New York manager, 
has been appointed vice- -president 
and general manager of sales with 
headquarters in Willimansett. 


Account to Glaser 


Louis Glaser, Inc., Boston, has 
been appointed to handle the ad. 
vertising account of New England 
Distillers, Clinton, Mass., maker 
of Everett Spring rum and Lloyd's 
gin. 


» < 


COLOSSAL CALPAR 
CERTAINLY CAN GAN 


¢ Though it’s the world’s biggest canning outfit 
you're one of millions if you’ve never heard of Cali- 
fornia Packing Corp. But you have heard of Del Monte 
Peaches. It’s Calpak who cans them. And it’s Calpak’s 
Del Monte advertising that made America brand-con- 
scious in canned fruit. Fortune delineates Calpak’s 
far-flung empire. Diagnoses Calpak’s headaches which, 
though numerous, do not prevent handsome treatment 
for Calpak’s shareholders (if you happen to be one 
thank Heaven for Hawaii). CALPAK: THE ADVENTURES 
or Det Monte Branp. Page 77. 


The boss who never fires 


¢ Nunn-Bush has a labor plan that works. No strikes. 
No lockouts. And (for 90% of the workers) no layoffs. 
Workers have a hand in their own firing. ForTUNE de- 
scribes how it works, how Nunn-Bush flattens the roller- 
coaster seasonal curve of the shoe-business—thus guar- 
anteeing Firry-two Pay Cuecks A YEAR. Page 69. 


WIN $h | Find an error in Fortune: (See Page 42) 


TUNE, their eyes will pop. Saks 1s VERY 


Saks walves the rules 


and nets a cool $20,000,000 in sales. When Adam Gimbel 
meets a revered merchandising axiom he stands it on its 
head. Volume is his watchword for Saks Fifth Avenue— 
but volume in luxuries, of all things. He has a good part 
of the trade convinced that his flighty notions are keeping 
Saks in the red. But when they see Saks Fifth Avenue’s 
astonishing figures, published for the first time in For- 


» «+ Page 57. 


SouTtH. Page 45. 


THe SOUTH: 


¢ What forces now, at long last, have set the poverty- 
stricken, soil-eroded, share-cropping South on her indus- 
trial way. And, when the Northeast and Middle West were 
sprouting their first smokestacks, what held her back— 
despite her impressive resources? FORTUNE discovers in 
the nation’s “No. 1 Economic Problem” its (and perhaps 
your) No. 1 Economic Opportunity. 


from rags to riches 


THE INDUSTRIAL 


TRUST-BUSTING STREAMLINED 


* Will the half-million dollar “Monopoly-Committee” 
start (a) just another witch hunt for wicked capitalists 
or (b) a scientific study of what makes capitalism's 
wheels go round? Judge for yourself, when you've read 
Fortune’s profiles of the brilliantly assorted group of 
probers who form the committee. THe So-CaLLep Mono?P- 
oLty ComMITTEE. Page 72. 
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Advertising Bureau 
Expands Pacific 
Coast Division 


San Francisco, Oct. 26.— Julian 
Randolph and Stedman Chandler 
have joined the Pacific Coast di- 
yision of the Bureau of Advertising, 
American Newspaper Publishers 
Association, in a program of ex- 
pansion necessitated by addition of 
Arizona, Idaho and Nevada to the 
territory of the division. Mr. Ran- 
dolph will be in charge of research 
and Mr. Chandler, promotion. 

The Pacific Coast territory was 
enlarged at a meeting in Chicago 
last week, when the committee in 
charge of the bureau announced 


completion of a new study on 
reader interest in newspapers, for 
distribution within the next fort- 
night. The committee also author- 
ized increasing the expansion com- 
mittee from five to six members. 

Edwin S. Friendly, business man- 
ager, New York Sun, and chairman 
of the committee in charge, said his 
committee does not discount the 
size of the job the Bureau must do 
and most newspapers understand 
that a great deal more money will 
be required to do it. The Bureau’s 
membership now embraces 680 
newspapers. The larger funds to 
be raised will be devoted largely to 
research and promotion, in charge 
of George Benneyan. 

Mr. Randolph, who takes charge 
of research for the Pacific Coast di- 


vision of the Bureau, has been 
economist and research director for 
several farm credit units serving 
the Pacific Southwest. He has man- 
aged his own research agency, and 
has had more than 16 years of di- 
versified advertising experience 
with California Fruit Growers Ex- 
change, Safeway Stores, and a 
number of agencies, including 
Lockwood - Shackelford, J. Walter 
Thompson Company, McCann- 
Erickson, Inc., and Hamman-Lesan. 

Mr. Chandler, new promotion di- 
rector, has been with Erwin, Wasey 
& Co. He was formerly copy chief 
of Bowman, Deute, Cummings, Inc., 
and also served a number of East- 
ern newspapers. H. C. Bernsten is 
general manager of the Pacific 
Coast divisions. 


Lamb on Own 


Franklin Lamb has resigned as 
vice-president of Printasign Cor- 
poration of America, Chicago, to 
establish his own business as in- 
ternal sales promotion counselor 
for department stores. He was for- 
merly feature advertising manager 
of R. H. Macy & Co., Inc., New 
York, and previously, advertis- 
ing director of -Gimbel Brothers, 
Philadelphia. He will open East- 
ern headquarters and offices at 
Hawthorne, N. J. 


Pedlar Resigns 


Louis C. Pedlar, one time presi- 
dent of Pedlar & Ryan, Inc., has 
resigned as national sales manager 
for Street Railways Advertising 
Company, New York. His future 
plans have not been announced. 


— 


ts 


Doctors in the Doghouse 


* The A. M. A. is complex. It’s a trade-association—but 
a scientific body, too. It is arbiter of professional ethics— 
but thrives mostly on advertising revenue. It is a guardian 
of public health—but fights “socialized” medicine. How 
it has landed itself in the middle of a ticklish “govern- 
ment-and-medicine” tangle is told in FortTuNe’s clinical 
study of Tue AMERICAN MepicaL AssociaTIon. Page 89. 


lf YOu THINK YOU'RE A LIBERAL »»» you may get a sur- 


prise when you read THE ForTUNE Survey (Page 74), 


which uncovers Public Opinion’s answer to the question 
“What is a Liberal?” 


WHY PUNISH THE POOR . . « for the sake of punishing the 


rich? FortuNe’s Editorial makes a plea for a new kind of 
reformer. BUSINESS AND GOVERNMENT. Page 67. 


unknown. 


FROM FORTUNE’S ADS 
It keeps a lake from leaking. 
Goodrich Rubber (G. E.) 


Should advertising men have a past? 
Young & Rubicam (Y. & R.) 


Built to point one ounce of aluminum at the 
Alcoa (F. S. R.) 


How much is a miracle worth? 
Columbia Broadcasting System (C. B. S.) 


If I had a tree that grew such pears, I'd sit 
under it with a shotgun every night. 
Bear Creek Orchard (G. L. S.) 


Now ... the cow... and how! 
Cellophane (B. B. D. & O.) 


Why five roses ... in a four roses ad? 
Four Roses (Y. & R.) 


FORTUNE'S CHRISTMAS PACKAGE . » » General Motors... 


Europe since Hitler .. . Will Hays . 
U. S. Debutante . . . Museum of Modern Art. 


.. U.S. Treasury... 


‘Eating for Health’ 
ls Keynote of 


New Association 


Health Food Makers 
Display Variety of Their 
Products 


Chicago, Oct. 25.—The American 
public spends a tremendous sum 
annually for sports and _ other 
equipment devoted to health, but it 
does not devote an equal amount of 
time or money to “eating its way 
to health.” This was the premise 
broached here yesterday as re- 
sponsible for organization of the 
National Health Foods Association, 
which opened its first regular con- 
vention and exhibit. 

These manufacturers, whose 
gross annual volume was estimated 
at $50,000,000, displayed a startling 
variety of products, ranging from 
carrot and blueberry juice to vege- 
tized cookies and wheat germ oil. 

Among the products exhibited 
were several that have already had 
the backing of national advertising. 
Others, it was reported, may soon 
reach a broadened market through 
increases in the promotional effort 
supporting them. 


Formulate Code 


Association spokesmen hailed its 
organization as a progressive step 
for the industry. A fair practice 
code is in the making, it was re- 
ported. The association is also ex- 
pected to aid its members in serv- 
ing as a clearing house for ex- 
change of mutually beneficial ideas 
on subjects that are certain to in- 
clude promotion and advertising 
techniques. 

While not a new industry, it was 
reported that this group had in the 
past been somewhat handicapped 
by the presence of a “radical” ele- 
ment, an element which saw but 
little good in doctors or the medical 
profession. 

The present association expressed 
itself as desirous of cooperating 
with the medical profession and 
hopeful of winning the latter’s sup- 
port for its products. 

Sponsor of the association is 
Physical Culture magazine, which 
has established an “emblem of ap- 
proval” for health food products 
accepted in its advertising columns. 
Among those to address the con- 
vention was William Englehart, ad- 
vertising director of the magazine, 
who urged health food dealers to 
plan local promotion that would 
effectively tie in with manufactur- 
er advertising. 


Commercial Printing 
Exhibit Dec. 9 


The Commercial Printing of the 
Year Exhibition, sponsored annually 
by the American Institute of Gra- 
phic Arts, will open in Los Angeles 
Dec. 9. : 

Edward A. Adams, designer, is 
chairman of the exhibition commit- 
tee with the following committee 
members: William Carnall, Los 
Angeles typographer; Robert O. 
Schad, curator of rare books, Henry 
E. Huntington library; H. A. Steb- 
bins, Erwin, Wasey & Co., Los An- 
geles; Edwin Grabhorn, Grabhorn 
Press, San Francisco, and James 
Sherman, Bowman, Deute, Cum- 
mings, San Francisco. 


New Rates for “Elks” 

Elks Magazine, New York, has 
issued rate card No. 12 effective 
with the December, 1938, issue. 
Black and white pages will cost 
$1,050 and black and one extra 
color, $1,275. 


Agency for Mission Inn 

Mission Inn, Riverside, Calif. 
hotel, has appointed Continental 
Advertising Service, Los Angeles, 
to direct its advertising. 


Back Joins WJNO 

Gunnar Back has been named 
program director of Station WJNO, 
West Palm Beach, Fla. He was for- 
merly with WXYZ, Detroit. 
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Voice of the Advertiser 


Wholesale Grocers 
Select Media 


To the Editor: You will perhaps 
be interested in the results of a 
survey based on a mail question- 
naire directed to 50 wholesale gro- 
cers, rated at from $500,000 to 
$1,000,000 and over, in which the 
following question was asked: 

“If a manufacturer could support 
an average grocery product in your 
market with only one type of ad- 
vertising, which of the following 
would you suggest?” (Billboard, 
window display, car cards, maga- 
zine, radio, newspaper). 

Responses were received from 33 
wholesale grocers from practically 
all sections of the country. They 
voted as follows: 

14, or 42.4 per cent of those re- 
sponding, preferred newspaper ad- 
vertising. 

14, or 42.4 per cent preferred 
radio. 

2, or 6 per cent, preferred win- 
dow display. 

1, or 3 per cent, preferred bill- 
board. 

One response was not usable. 


IRVING PHILLIPS, 


Phillips, Albertson & Bull, Inc., 
New York. 


7, ¥ 


Personnel Problem 
Vital in Promotion 


To the Editor: The writer believes 
that we have a story on man hiring, 
which might interest you consider- 
ably. Having personally been en- 
gaged in employing men for some 
years, this instance appeals to the 
writer as very striking, and perhaps 
indicative. 

When the pioneer caravan of 
Northwest Territory Celebration was 
planned, we were up against select- 
ing 36 men—with good education; 
with good physique and morals; 
some slight dramatic experience, at 
least; and for a year’s job with long 
hours and uncertain living condi- 
tions. 

With all this, the cash pay was 
to be very nominal—$l1 per day 
and subsistence and a $100 bonus 
for completing the trip. They were 
to come from as wide an area as 
was possible. No chance for per- 
sonal interviews appeared practical. 

So, we turned loose a news re- 
lease which was fairly generally 
published. Over 700 inquiries were 
received. A personnel form had 
been prepared and into it went all 
the years of personal experience the 
writer had had. 

The applications were turned over 
to O. K. Reames, pageantry direc- 
tor, to choose the men without any 
politics or influence. Thirty-five of 
the 36 men showed up. Only four 
of the 36 had been interviewed be- 
fore hiring—or had ever seen or 
known any of the officials of the 
commission. The men gathered Nov. 
3, 1937. 

Oct. 13, 1938, the trek was con- 
cluded. It had been no bed of roses. 
Yet, twenty-eight of the original 
thirty-six men completed the trip. 
Of the eight who were replaced, 
four were dismissed and only four 
resigned. Of those dismissed, two 
were not selected by our personnel 
form, but were sent in by one of 
the state commissions. One other 
had been interviewed personally by 
this office. Of the four who had re- 
signed voluntarily, one had been in- 
terviewed. 

In other words, we have come to 
have a feeling that men can be 
“doped out” by mail. 

Furthermore, on the check out of 
these men we have asked Mr. 
Reames to “rate” them on another 
scale for purposes of giving letters 
of reference. I have gone over these 
ratings and consider them fair and 
just. These men rate very high— 
in fact, higher than any group of 
interviewed men I have dealt with. 

E. M. Hawes, 

Executive Director, Northwest 

Territory Celebration Commis- 

sion, Marietta, O. 


This department is a reader’s forum. 
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It’s easy to build a reputation for being 


punctual. 


All you have to do is to locate your home 
in one of the many delightful communi- 
ties on Chicago's great South side and 


travel on Illinois Central Electric. 


Frequent service all day long. 


Locals Your Home 
Along =Z->,SIINOS CENTRAL ELECTR 


Down-to-Earth Appeals 

To the Editor: I am enclosing 
some advertising promotional leaf- 
lets prepared and used by the IIli- 
nois Central System on behalf of 
their suburban electric service and 
I thought you might find them of 
interest as I did. 

It seems they were used as en- 
closures in envelopes and circulated 
among realty agencies in the hope 
of encouraging people to move near 
the service. 

The cleverness and originality of 
the sketches is pleasantly balanced 
by the simplicity and directness of 
the copy underneath. Certainly the 
appeals are based on powerful feel- 
ings. 

JAMES R. LYTLE, 
Chicago, IIl. 


, 2 


Job-Seeker 
Hurls a Challenge 


To the Editor: Each day, in news- 
papers and magazines throughout 
the country, there appear articles 
bearing advice to job-seekers; arti- 
cles with heart-rending accounts of 
people with numerous dependents 
and no jobs or food. All of these 
articles interest me, but they do not 
apply in my case. 

I want to be a copywriter. My 
background is one of sturdy stock, 
and I have never known need of 
any kind. When I wanted to see a 
movie, I drew from the allowance 
given to me unquestioningly by my 
parents. We are not wealthy, but I 
went through high school and two 
years of college completely at their 
expense. And now that my brother 


is working, their expenses are 
slightly lower. What, then, you ask, 
is my problem? Just this: 


I am ambitious, but I have had 
no experience. I want to learn copy 
writing, but advertisers won’t em- 
ploy copywriters without experi- 
ence, and I don’t know how to get 
it. Personnel workers have told me 
that it costs a tremendous amount 
of money to employ a worker only 
to find that he is incompetent, so it 
is at first necessary to put these peo- 
ple in positions of any kind. If 
they show ability, they may apply 
for a transfer to the desired depart- 
ment. In trying to see the wisdom 
of this reasoning, I wish to draw a 
parallel from my high school work. 

In school I was poor at mathe- 
matics and French. I excelled in 
English language and literature and 
was editor of the year book. I 
proved, therefore, that I wasn’t 
necessarily a failure because I 
couldn’t solve geometric problems 
or conjugate French verbs. Isn’t it 
logical, then, that it is a waste of 
money rather than an economy for 
a business organization to set me to 
work in a department where I am 


Letters are welcome. 


not proficient so that I can wait for 
a chance to be transferred? A ste- 
nographer, for example, might be 
far superior to me in her type of 
work, and hence would be trans- 
ferred on recommendation to the 
advertising department. Does this 
necessarily mean that she will make 
a better copywriter than I, since 
she is a better stenographer? 

I don’t want to have to invest 
money in a stenographic education 
in order to become a copywriter. 
And yet that is necessary, I’ve been 
told by agencies, in order to break 
into the advertising business. I fail 
to see the economy, for employer or 
employe, in such an arrangement. 

But, you reply, what will you do 
while you are learning copywrit- 
ing? Agencies cannot afford to em- 
ploy inexperienced people for their 
own benefit so that they may learn 
the business. The only place for 
women in agencies, you say, is in 
stenographic work, until they have 
had time to learn the “ropes.” My 
answer to this is based upon my 
own desires. I am willing to take 
less pay for a _ position which 
demands less technical training. 
Many men have started in business 
as stock boys; why can’t I read 
proof or be a receptionist? I have 
done some work in advertising re- 
search, and like it tremendously. 
Must I spend months in a steno- 


graphic school only to land a posi- 
tion with an insurance firm? 

Then you may ask a final ques- 
tion: Why not go to advertising 
school? Gentlemen, I have con- 
sulted a number of advertising ex- 
ecutives on this point. One insisted 
that such training is invaluable. An- 
other suggested a liberal education 
in combination with advertising. A 
third denied any value in advertis- 
ing school. He said that I would 
have to learn the business from the 
bottom anyway, and forget all the 
theories I had learned. And all of 
these men executives! Whose advice 
should I take? My decision was in 
favor of a liberal education, and so 
I have started my third year of col- 
lege, via night school, as an English 
major. 

But I am still interested in adver- 
tising. I do not want to stagnate; I 
want to start learning the business. 
What is your answer? 

M. L. L., Chicago. 
vvy 
‘Buy Louisiana’ 
Theme Spurs Sales 

To the Editor: In view of the 
widely publicized “Buy Louisiana” 
campaign instigated by Gov. Leche, 
we have been able to work up a 
copy theme for the Holsum bread 
account, which is, I believe, out of 
the ordinary. 

Taking the ingredients used in 
baking the bread, one by one, we 
are showing what quantity of Louis- 
iana products the bakery consumes 
yearly and how each is used. For 
example, one headline reads: ‘“540,- 
000 Lbs. Louisiana-Made Sugar 
Used Yearly.” This state, it so hap- 


ee 
—— 


pens, produces 95 per cent of the 
sugar cane grown yearly in the 
United States and emphasis on our 
local pride in fulfilling this impo, 
tant function pleases the populace 

In another advertisement we pojn; 
to the fact that 1,056,000 pounds 9 
Louisiana-produced milk is 
yearly in baking Holsum breag 
And, in still another, 185,000 poung; 
of Louisiana-made salt. 

As for the dollars and cents valye 
of the campaign, Holsum busines 
has shown a decided rise since the 
ads began appearing in newspaper, 
at two-week intervals. About two 
more are scheduled to run, but afte; 
that we can’t find many more Louis. 
iana-made products in extra fres) 
Holsum bread. 

Keep up the good work with 
ADVERTISING AGE. I can hardly wait 
for each issue to come out. The new 
type face is a knockout. 

A. S. WILLIAMSon, 

Williamson Advertising Service, 

Baton Rouge, La. 


> FF F 

“Literary” Bossy 

To the Editor: When John Dob. 
son, Borden Company advertising 
manager, went on a vacation re. 
cently, his office confreres were 
surprised to find postcards in their 
mail showing a reproduction of a 
Borden 24-sheet poster, featuring 
the company’s famous cow “Bossy,” 
The animal had a pencil in her 
hoof and her message was, ‘“Hay- 
ing a fine time—wish you were 
here.” Some of the boys at BBDO 
received the postals, too. 

JOHN EDWARDS BRYAN, 
General Outdoor Advertising 
Company, New York. 


3408 PURE OIL BUILDING 


conservative bank announcements. 


time I can show you something real. 
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YOU CAN BUY 
My 17 Years Experience 
On Hourly Basis 


As a layout man and agency art director I have been re- 
sponsible for layouts, finished art, and typography on prod- 
ucts ranging from silk stockings to steel shelving. 


This work has covered national publicity campaigns in 
full color; retail store newspaper pages that had to keep the 
cash register ringing; hardboiled mail order advertising; 
flashy promotional pieces; comic strips with sales value; 


It has been my business to know artists, engravers, typogra- 
phers and printers, and to judge the value of their work in 
relation to selling goods by the printed word. 


Advertisers and agencies now can draw upon this experi- 
ence on an hourly or part-time basis, for I left an agency art 
directorship a short time ago and am on my own. 

If you have a sales idea you’d like to judge in visualized 
form, call me in by letter or phone. Even under pressure of 


. J. Holcomb 


Franklin 4273 


‘ CHICAGO 
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Sapolio, Headliner AN OLD NAME REAPPEARS Kitty Davis sath todas tet: Gate Vee $0.2. 


of Yesteryear, on 


Comeback Trail 


New York, Oct. 25.— Sapolio 
cleanser, a household byword of 30 
years ago and one of the first prod- 
ucts to gain acceptance through na- 
tional adv ertising, is on the come- 
pack trail. A campaign for Sapolio 
powder has been started in five 
newspapers here, and Enoch Mor- 
gan’s Sons Company, the manufac- 
turer, hopes to expand the drive to 
other markets as new distribution 
outlets are opened up. 

Sapolio, famous for its “Spotless 
Town” jingles of a bygone era, is 
still using humorous copy. A re- 
cent insertion in New York showed 
a colored maid polishing bath room 
fxtures, and was headlined: “Sa- 
polio’s doing the work ma’am, Ah’s 
just guiding the cloth!” Another 
was captioned: “Quick Watson, the 
Sapolio.” 

Sapolio’s merchandising rebirth 
took place back in February, 1936. 
At that time, a new series of “Spot- 
less Town” jingles featured the 
copy, with several characters added 
to the famous policeman, butcher, 
mayor, cook, and maid of the ad- 
yertising columns of years ago. 


Market to Be Expanded 


Sapolio has concentrated upon 
the New York market for the past 
three years. A _ display contest 
among local dealers has just been 
concluded. Irving A. Vladimir, ac- 
count executive at Maxon Inc., 
Sapolio agency, reports that the 
contest attracted several hundred 
entries, and that the product has 
won a new following in this area. 

Following further development 
of the local market, Enoch Morgan’s 
Sons Company expects to shift 
emphasis elsewhere. Sapolio is 
now on sale at scattered points 
} throughout the country, from Flor- 
lida to California. 


‘Listeners Digest” 


to Appear in December 


Listeners Digest, pocket-sized 
‘monthly publication which will 
print only material broadcast over 
the radio, is scheduled to make its 
appearance in New York before the 
end of the year. It will carry no 
advertising and will sell for 25 
cents. 

George T. Eggleston, formerly 
with Scribner’s and previously with 
Life, will edit the publication. Other 
stockholders include D. M. Stewart, 
head of the New York investment 
research company of that name; 
Harlan Logan, publisher of Scrib- 
ner’s; Fred Hagelberg, general finan- 
cial director, Hearst Magazines; 
Fred Fidler, head of the commer- 
cial films department, J. Walter 
Thompson Company, and Fred Foy, 
New York manager of Wilding In- 
dustrial Productions. 


Studies Tax Angles 


Let's Do Something About It, 
Inc, Chicago, a non-profit, non- 
Partisan organization to supply 
facts about both sides of proposed 
legislative, economic and taxation 
juestions, is using radio to impress 
the voting citizen with his own 
individual responsibilities and to 
recommend specific action. Ruth- 


tauff & Ryan, Chicago, is the 
agency 


SELLING, INC. 


| A New Form of 


Sales Representation 


for producers of material 
ervice designed to appeal to 
ertisers or agencies. Headed 
by two former media execu- 

with a combined experi- 
e of 33 years in the general 
ertising field, this organiza- 
is fully equipped to serve 
13gressively a limited number 
ents. For complete infor- 
mon concerning personne! 
nd mathes of operation, ad- 


JZ, llixg.choe- 


f— SAINT Lo 


Hastens to Exploit According to Collier’s, Miss Davis 


began earning her living during her 
’ 2 Pd third year at Vassar. She started 
Collier Ss Story in the cosmetic business, but re- 

Chicago, Oct. 25.—The Kitty cently has found the slaking of 
Davis story in the current issue of | thirsts under college auspices more 
Collier's contains only one misstate-| Profitable. She employs 75 persons 
ment: That the proprietress of Chi- aan met vt ve girls—and all ae 
cago’s most unusual cocktail bar|°S°.S8® Sracuates — or so ° 

A h premiers to th legend runs. The men double as 
yo gpaeend cage Payee ree Oo me USC! bartenders and singers. The girls 
of records of guests’ voices. Since 


. : : are just as versatile. 
ee the story appeared, Miss Davis has Quentin Reynolds,.author of the 
éha cs ‘4 used 140 lines in each Chicago Collier’s yarn, found the Davis 
srententen tity 3 ayer 5 the , readers t0} cocktail lounge outstanding because 
peruse “The thrilling life story of| of the volume of noise produced by 


Chicago’s own Kitty Davis in this , : 
take on new lustre when SAPOLIO POWDER ape ‘ster > both employes and _ customers, 
week’s Collier’s (Page 47). A half- among other virtues. 


goes to work. See how it brightens cloudy tone of Kitty also ran. 
surfaces—banishes stains— = 


ra Husband Is Co-manager ° — 
restores original beauty. SA PO L | Oo Miss Davis’ husband. who is co- To Citrus Commission 
Sapolio 18 easy to use. Always manager, told ADVERTISING AGE that N. F. Lavi igne has been appointed 


kind to the hands. Pp re] W D E R business thus far has been only $20 assistant advertising manager and 


above normal, but he hopes that the director of public relations for the 


. Collier’ Florida Citrus Commission, Lake- 
Enoch Morgan's Sons Company, New York, has started its Sapolio on the come- |COMmbination of the Collier's story|land. He was formerly with Fort 


back trail with this newspaper copy ee by Maxon, Inc. and the newspaper advertising will| Myers and Clearwater newspapers. 


TILES, porcelains and all bathroom fixtures 


"AT ‘Seltzer 


ho» Yack hood or Drink 


. Eo . ° 
. 7 Alka- Seltzer ee Alka-Seltzer 
q for Gas in Stomach nie an £ ; s be For Acid Sto xh 


of - 
8 re] 


Ath. Seltzer 
Colds 


THAT'S FINE - 
THERE'S BOTHING 
QUITE LIKE 


GAS IN STOMACH:-: 
_ MUSCULAR ACHES AND PAINS 


“Alka Seltzer 


OA SOUR 
os ae 
4 ‘ 


. % . “eee 
THE SHOP Ee a) 
SY THE tia 


a 5 = ¥, hig i cc ; See ae Toe: Ee eee Ra ig ie ‘ Fi ; : : ° ’ ‘ | LR 8 : eo a oe 2 ely 
ee ENS 
"se 
OS DOING THE wor "AM iy 
opreis yusT GUID) TH ‘ ci) a 
wy) < 
VAD: oO) ~G- ee 
- | NS TSS ee 
. S@eclese — ae 
t | eee eevee : 
see Beever ‘ re 
a 
Z 
es 
——_—_—_——* —_= — 
? > ‘4 it wae o, . ’ 4 
| 4 Y : ee - ok ey ; ¥ Teas ‘ ae oe 4 “3 / 
ie ; ja ey : bd toe al , 7 
) Re : = ‘ Pore : g- - A, oil den Vee at *S 7 Pays pits ; Bi 
> ee 5; ’ 3 < sae af ries e ll rei, 5 
“hs ye =” J F g o A = i tee 5 ee pers e o, ee a ; jr ie 2% 
= ae : wee ” . 2 ~ 4 Aj 8 > “By a. ir lee a acco * — if aaa 
ee r £ a ie Cle a eS ar/, he! cet 
b ee ge - BE ies Rc see we “oe pts enue ue 4 
— ‘ Bo Oe 6 ieee eee emery | 3 
oe sais con Shp Ao) joie x , mA Ske, ; “i . Sage . we + o me 5 ; wl ye: ot 
' a ec _— i.  e fee. ag . an "m7., a, ae *y y; = 7 
hi i 3 ae) oe. . 2 4 ™ s ‘S aah ee ¥ be P r ¥ 12 esl . ., “yaa ¢ Wo, a sf : a ‘n 
: sare aS 4 3 Pad sf ‘ ont = ae Se) rs Ril a ee % , _ WU ale 
|  _a-as, Sy OS OU oe ae .* 
. ies ie ra ty s : , Y hs mn : re i? 4 yy + be eae Was a 
BP “ee a | ie . i ag — pe 
_* * 4 “he, q : “ ity me rs lat : ze Wig, ‘ * ; a . ra = cia 
| ————__— Ee a | a | 
3 : ea 7 . ‘EB 2 a : ~ = 
; _ > ma For Headers J . + gt 
1 —. : Et, { t . ae 
| . 4 = | i ‘st a ‘ a ; we i. 4 ae 
en | ee Be lily ' 
eer i, : _ a * P Ps 7 Lee nuit 
oa “ 7 — ’ a - A ce ie A A ‘ . ne 
i Ss | " . »~- - ‘ a , Pier 3 j ‘ 
a # é i 4 . 7 ain o ” i Af e ; o ide . ~~ : = a r : j : = 
i: ” een ae erg i ' , F 7 - het ne. 7 
a A, nite pt SS x é . 4 ae 
» a oa o ; * es. =, * are ni 
2 — a >. 3 ie ide a - hy — a “es 
ie — a S ? s ~~ _ Y od ae ms ae 4 Riggs = 
j ef oth a mill fees i, = ‘ <i ” » 
. a ~~ |” iia. , ie i, 
5 =e 1 TOOK AS "a = 2. ie eee a f aad 3 is - a og se . 4 Ge x ey. 
- ‘d ALKA SELTZER ; : 3 ee ae * 0° oA ieee el ; 7e : ie a 4 , / a § 
MO cc. sac ee TO ae w=) Ce AX seurzeny LE ia 
= —————————_—_£_— . 5 = 5 ¢ : on _ wy” 7 “sf 7" ut oe 
—— es ; aan ar <a nag ‘ : “ 4 ats fae : Fie . Tae iii ~ 7 + : “ — — r ee 
— BE /. a , = re f = = 1 NE 
1 GS. hime ‘wimepees Co seltzer — 2 
rt oo . a 3 e a : \ ce ~ 
- eas a? 5 ait boss) ’ Alka: GAS in a) eee oe - hat a ~ 
Sa, ee REE Se ." 
Le oe sgt ger ee ASS so Gujgee “lee weg "akg Cre ; : J ras 
oe ; ‘ 4 _. (eee beret MS - Y a ~e e i - i hd a - ' > 
a a? ioe as Fe tee TA PF ited: OES Recent! a nee Gn ee : = 
me a and ‘ ase “" sas he oa A af i 4) FT ‘ es pos S 
ll LU tht %f2 B& Secmtcte La. ma OS 
2 le es er | me “ey ees Te : i. oe Pe ; 
Peat uF 7 8 a ees oe ae a. ae a rae 
| ae ” 4 er) Ce an . Seid = 1 i - Ss : 
ew FT Ee be OS POX 613 © BOSTON | 
A : A. , a \ L Pf ; } 2 N oh 4 " D ak SS 
x" ia 
—— | - 
| o 
—— — 
- ! ee % 
a 
tee 
yee * af , <i By A Neg re F * i ka Pe ; oe eT Ss bed eee 
: ; ’ ts we ‘ : Ay F ‘ es Pi 


¢ 
saint 8 
oe 


ye 


18 


ADVERTISING AGE 


October 31, 193 


Los Angeles Brewery 
Builds Copy Theme 
on UBIF Campaign 


Local Drive Sequel to 
Six-Month Gain in 
Sales 


Los Angeles, Oct. 27.—Local re- 
sponse to the campaign launched 
by the United Brewers Industrial 
Foundation has been’ evidenced 
here in copy recently released by 
the Los Angeles Brewing Company, 
maker of Eastside beer and ale, 
which closely matches the national 
copy in theme and concept. 

Poetic in nature, the Los Angeles 
copy stresses first and foremost the 
virtues of beer in general, then 
adds a brief word or two for its 
own products. 

Copy likewise emphasizes beer’s 
worthy reputation in its 5,000 year 
history, with one insertion headed 
“T am the Experience of Five Thou- 
sand Years.” 

This copy relates that “From the 
days of the Pharaohs of ancient 


[ ——— 


BEER GIVEN VOICE 


4 
ZA 


“Lam the 
Experience 
of Five 
Thousand 
Years” 


w crops of golden grain —an 
better. how t sy cw because of 
cew of the ou Fwe 
musand y af a stepping stone 
When you drink Eastside you can know the 
world praduccs ao finer Beer or Ale 


_ EASTSIDE 
y BEER ant ALE 


Geslous copy dee Eastside ‘toes, 


Egypt, beer and ale have been 
brewed by man. Down through 
the ages nature and man have 
worked together: each turn of the 
seasons brought new crops of 
golden grain—and each year man 
knew better how to brew because 


of the failures and successes of the 
past. Five thousand years. Each 
year a stepping stone.” 

And then, “When you drink East- 
side you can know the world pro- 
duces no finer beer or ale.” 

Another insertion—and a foam- 
ing glass serves as the major illus- 
tration in each—comments that 
there is a time and place for every- 
thing, even drinks. Some drinks, 
it is pointed out, go with stiff shirt 
fronts and fancy names on the 
menu card while others are adapted 
to ice cream socials and sewing 
bees. 

“Then there’s beer,” it adds. 
“Good old beer, the drink that 
takes its coat off and shakes you 
by the hand and calls you Bill or 
Red or Peg or Dot. The drink that 
somehow makes the world seem a 
mighty good place to live in.” 

The Los Angeles drive follows 
upon the heels of substantial in- 
creases in sales scored during the 
first six months of the year. Ac- 
cording to a company spokesman, 
the company’s percentage of gain 
has been higher than any of its 
competitors, the industry as a whole 
declining 8 per cent during this 
period while Los Angeles registered 
a 15 per cent increase. 

Lockwootl - Shackelford 
agency for the company. 


is the 


billion dollars. 


a long way. 


of the hospital field. 


all hospitals use. 


many thousands at that. 


field, a little circulation—provided it is concentr: 


sma Numbers 
But Big Business 


In the hospital field units are counted by the thousands, 


highly concentrated, easily reached and perfectly identified field of less 


than 7,000 units represents an annual buying power of pretty close to a 


The same thing is true of magazine circulation in this field. 
ing it by numbers means very little—what the advertiser wants is concen- 


trated, undiluted circulation to actual buying units. 


That’s true of HOSPITAL MANAGEMENT 
Its circulation is small, but it is highly concentrated, 
wasteless circulation going directly to hospital superintendents and other 


executives in hospitals who buy and specify the hundreds of things that 


That’s why advertisers have discovered that HOSPITAL MANAGE- 
MENT gets inquiries and makes sales at a lower advertising cost than 
any other publication in the field. 

And that’s why you, too, should be selling the hospital field through 
HOSPITAL MANAGEMENT—the paper that takes your message, by 
the most direct route, right to buying and specifying executives in hospitals 


where every piece of copy has a chance to make a sale. 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago — 


Pacific Coast representatives: 


Don Harway & Co., 


But business is counted in the millions, for this 


330 W. 42nd St., New York 


Los Angeles and San Francisco 


and not very 
Measur- 


And in the hospital 


, the business paper 
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STANDARDS QUALITY MOTOR OIL 
LEADS ALL CONTENDERS FOR 
MIDWEST POPULARITY ! 


be sote-chonge NOW tz miter grade SOUS 
WHEN FALL ELECTIONS COMP, Winter's 
never far behund ! Crider des sem will archer 
quick warting mare dui ult for your engiae 
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—N STANDARD Oi DEALERS 


Space Buyer 
Objects to Sales 


Under Pressure 


Chicago, Oct. 27.—“The time to 
sell a medium or market is when 
the buyer has time to listen to a 
sales talk.” 

This remark was made here today 
by an agency space buyer in con- 
nection with charges made during 
ABC week that newspapers devote 
too much effort to wrecking sched- 
ules after they have been made up. 
The reply of newspaper representa- 
tives to this statement, as offered by 
two different speakers, is that in 
most instances the salesman is sel- 
dom advised when a list is being 
made up by an agency for a client 
and has no opportunity to make a 
solicitation based on the possibili- 
ties for that particular product. 

One representative contrasted this 
situation with radio, where the 
agency usually has to contact the 
national sales office to learn what 
time is available. 

The space buyer quoted is gener- 
ally regarded as a friend of space 
salesmen and sympathetic to their 
problems. His viewpoint is that 
when a space buyer is making up a 
schedule, usually under pressure, he 
has little time to listen to presenta- 
tions, general or specific. He argued 
that all salesmen should present the 
merits of their particular medium 
when the space buyer is not labor- 
ing under stress. Thus the paper 
which has been sold automatically 
comes in for attention when the 
schedule is being compiled. 


Reaping the Reward 


How long does a medium 
sold? 

In the case of a newspaper, the 
space buyer observed, the time is 
often a year or longer, depending on 
the changes taking place in a mar- 
ket. According to this media direc- 
tor, some markets and papers have 
to be checked quarterly, because of 
peculiar local conditions, but nor- 
mally a space buyer may use the 
same paper year after year, based 
on his knowledge of its position and 
its consistent pulling power. 

Few newspaper representatives 
differentiate between “service calls” 
and those in which they are trying 
to sell their markets or papers, the 


stay 


too many newspaper salesmen as- 
sume that the space buyer knows all 


space buyer indicated. Furthermore, | 


ELECTION'S IN THE AIR 


[SOS 12 CHOICE 


OF MIDWEST MOTORISTS! 


Standard Oil Company of Indiana appeals to motorists with the technique that 
parallels the pulsating ballot suspense of November. 


about their papers, 
he knows little, he added. 


Marshall Joins “Times” 


Harold Marshall has joined the 
promotion department of New York 
Times as a 
| staff. 


when actually | 


Sao 


member of the copy | 


— 


2 P iso-vs 10-0 MAKES COL) 
ag | ane EASIER THAN 
mea MOTOR OLY 


Iso-Vis Campaign 
Utilizes a 
Political Slant 


Chicago, Oct. 27.— Standard Oj 
Company of Indiana today launched 
its fall and winter campaign for 
Iso-Vis motor oil, taking its cue 
from impending elections by pro- 
claiming the product as “Firs 
Choice of Midwest Motorists.” 

Daily and weekly newspapers in 
13 Midwest states are scheduled—y 
In addition, new curb signs anifi 
pump stickers are being released 
The fall and winter drive for Rei 
Crown gasoline is to follow shortly 
according to Wesley I. Nunn, ad: 
vertising manager. 

The election theme in initial cop 


tri 
for Iso-Vis will remind readenf} aq 
that: “when fall elections come 
winter’s never far behind. Colde® 
days soon will make quick starting} 4), 
more difficult for your engine-§ |, 
unless you take certain simple bu jy 
important precautions.” Amonmy® a, 
these precautions is the suggestion 
to change now to winter grade ol® y, 
Other newspaper copy will pre# oy 
sent a chart of the ten “while 
spots” on an automobile whi®® as 
should be “winter proofed” for salt to 
and economical driving. McCant-® ro 


Erickson is the agency. 


West-Holliday Named 


The Record, Redding, Calif. ¢ 
John P. Scripps newspaper whit 
started publication Oct. 17, has ap 
pointed West-Holliday Company # 
national advertising representative 
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| Coast Council Hears 
Benson Applaud 
Wheeler-Lea Act 


Edmund Pitts Named 
Chairman for ‘39 at 
Del Monte Conclave 


Del Monte, Calif., Oct. 26.—Dele- 
gates to the fourth annual conven- 
jon of the Pacific Coast Council of 


the American Association of Adver- 
ising Agencies here last week heard 
John Benson, president of the Four 
a’s laud t he 
Wheeler-Lea act 
3s a marvelous 
piece of legisla- 
tion and one 
which is likely to | 
increase advertis- 
ing’s power. 
Others to ad- | 
dress the con- 
clave on topics | 
ranging from 
consumer re- 
search to copy 
testing included 


John Benson 
George B. Parker, editor-in-chief of 


the Scripps-Howard Newspapers; 
Thomas H. Beck, president of the 
Crowell Publishing Company; Allen 
L. Billingsley, of Fuller & Smith & 
Ross, and vice-president of the Four 
A’s, and Henry T. Ewald, of Camp- 
bell-Ewald Company. 

Edmund M. Pitts, J. Walter 
Thompson Company, San Francisco, 


Oj was named chairman of the council 
hei by the board of governors. David 
fof M. Botsford, Botsford, Constantine 
cy & Gardner, San Francisco; Hunter 
yro-f ~H. Vinton, Portland, and August J. 
‘ire! Bruhn, McCann-Erickson, Inc., Los 
Angeles, were re-elected to the 
5 in , board of governors. 
fe Truth Most Profitable 
sed In his keynote address to the con- 
Rei vention, Mr. Benson asserted that 
tly the federal government, through the 
ad‘ Wheeler-Lea act, has shown Amer- 
ican advertising agencies that the 
OP! truth is the most profitable force in 
ders advertising. 
ome “The industry itself would not 
Ides correct notorious abuses of adver- 
tinge tising,’” he said, “but the Wheeler- 
re Lea act is a marvelous piece of leg- 
but islation and will end much agitation 
100 F against questionable advertising. 
tit )§6“Consumers will once more rely 
0 upon advertising as the best buying 
pre guide.” 
rhite Mr. Parker pictured advertising 
ne as the only force powerful enough 
Sat to keep the United States off the 
ani @ road traveled by depression-ridden 
nations. 

“America’s pulling out depends 
upon a tremendous new volume of 
business,” he asserted. “Advertis- 

47% ing, as the greatest multiplier of hu- 
on man wants, can save the country 
bY from disastrous debt, inflation and 


the inevitable deluge.” 

Mr. Beck brought along a port- 
able laboratory of test tubes and 
ther “scientific” paraphernalia to 
give a visual demonstration of the 
methods which he said were being 
‘ollowed in much so-called “con- 
sumer research.” 

“Tomfoolery” of this sort, he de- 
‘lared, is deceiving 5,000,000 Amer- 
‘an consumers. He urged advertis- 
ng men in all fields to merge their 
“orts in educating consumers away 
“one-horse” research organiza- 
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tions and toward confidence in hon- 
est advertising. 

Advertising agencies have their 
own public relations problems, Mr. 
Billingsley commented. Intelligent 
self-analysis by these agencies is the 
only solution to “a public relations 
problem as serious as any which is 
troubling our clients,” he declared. 

Mr. Ewald dealt with the unfor- 
givable sin of dull copy, pointing up 
his remarks with several illustra- 
tions. “Writing of dull copy,” he 
said, “is inexcusable with copy test- 
ing as well developed as it is today.” 


Hogan Resigns 
Homer Hogan has resigned as gen- 
eral manager of WCLO, Janesville, 


Wis. His future plans have not 
been announced. 


Advertising Is 
Guardian of Free 
Press: Sokolsky 


New York, Oct. 26.—Attacks on 
advertising are, in reality, an in- 
sidious campaign against the free- 
dom of the press, George E. Sokol- 
sky told an audience of publishers 
and advertising men last night, in 
explaining his series of. articles on 
“The American Way of Life,” start- 
ing in the Nov. 5 issue of Liberty. 

Mr. Sokolsky spoke at a dinner 
in the Waldorf-Astoria, at which 
Bernarr Macfadden, publisher of 
the magazine, was host. He said 
that while his immediate objective 
was to demonstrate the social and 


economic values of advertising, and 
the part it plays in American life, 
his deeper purpose was to repel 
the under-cover attempt to destroy 
freedom by undermining its strong- 
est bulwark, a free press. 
“Advertising is the guarantee of 
a free press,” he declared. “It pro- 
vides the publisher with the money 
to run his business, and makes him 
financially independent. Without 
that independence, we could have 
no free press. And those who 
would destroy our freedom know it. 
That is why their attacks today are 
aimed against advertising.” 


Gets Abbey Hotel 


Needham & Grohmann, New 
York, has been named agency for 
Hotel Abbey, New York. 


WMCA in Chicago 

Chicago offices have been opened 
at 360 N. Michigan avenue by 
Knickerbocker Broadcasting Com- 
pany, owner of WMCA, New York. 
The new office will be headed by 
John Mackenzie Ward and G. B. 
McDermott as account executives. 
Mr. Ward comes from the sales 
staff of Transamerican Broadcast- 
ing & Television Corporation, Chi- 
cago, and Mr. McDermott was for- 
merly manager of Stations WMAQ 
and WENR, Chicago. 


Ideal to Ward 


Harley L. Ward, Inc., Chicago, has 
been appointed representative in 
the Western territory for Ideal Pub- 
lishing Corporation, New York, pub- 
lisher of Modern Movies, Movie Life 
and Personal Romances. 
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CREATING SALES 


IN THE BILLION DOLLAR 3rd MAJOR MARKET 
lion MayA 


KFl OFFERS FOUR 


“Sun-up to Sun-down” 


KFI * LOS ANGELES + KECA 


EDWARD PETRY & CO. National Sales Representative 


“ANN WARNER'S CHATS 
WITH HER NEIGHBORS” 


Quarter-hour ... five times weekly 


~/ BRIDGE CLUB” 


es a 
A be) 


“ART BAKER'S NOTEBOOK” 
Half-hour ... Monday thru Friday 


“‘ACNES WHITE'S 
CALIFORNIA KITCHEN” 
Quarter-hour ... Monday and Friday — 


SW ROBERT LEE JOHNSON'S 


Half-hour daily ... Monday thru Friday 


~ Participating Programs 


he\State of KFI is Composed of 


4 


fore 


ha; 


e Nine, Southern California Counties 
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KFI Participating Programs 
are powered to do 


a Selling Job for You 


NBC RED NETWORK 
50,000 WATTS - 640 K C 
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Helen Woodward 
Relieves Feelings 


in New Book 


New York, Oct. 25.—Helen Wood- 
ward, who earned a high niche in 
modern advertising, but left the 
business “with a feeling that it is as 
hollow as it is big,” has relieved her 
emotions with “It’s an Art,” just 
published by Harcourt, Brace & Co. 
Free to write anything she likes for 
the moment, Mrs. Woodward takes 
many advertisers, products and 
agencies to task for ineptness or 
worse. 

Mrs. Woodward’s guess is that not 
the government, nor advertisers, but 
the consumer is going to enforce 
truth in advertising. She predicts 
dangerous shoals ahead for those 
who are “trying to sell food as a 
patent medicine,” mentioning 
Fleischmann’s yeast in this connec- 
tion. 

She asks sympathy for cigarette 
manufacturers, and particularly the 
fellows who write their advertising 
copy. 

“Pity the poor copywriter,” she 
says. “He has millions of dollars to 
spend and nothing to say.” Mrs. 
Woodward, however, admits in the 
next breath that this mountainous 
vacuum has proved strangely effec- 
tive, though she thinks that the war 
had something to do with inducing 
women to smoke and men to smoke 
more. 

The new author returns to her 
professional viewpoint for the mo- 
ment in criticising an advertisement 
written by and for N. W. Ayer & 
Son, in which the agency let the 
copy speak for itself in this wise: 
“T cannot tell a lie. Even if I wanted 
to stretch the truth just a teeny bit, 
that wouldn’t be smart business.” 

Mrs. Woodward expresses surprise 
that Ayer would use “teeny” in pub- 
lic and even more amazement that 
the agency is so ingenuous. 

The new book on advertising is 
not all debunking however. Mrs. 
Woodward, who made her mark 
with the Frank Presbrey Company, 
includes some business-like chap- 
ters. In one, she uses a hypothetical 
product to show how the agency 
would measure the market and pro- 
ceed to reach it. She also discusses 
chain stores and their future at 
length, and goes into detail as to 
how Don Francisco and Lord & 
Thomas defeated the anti-chain bill 
in California. This last, she says, 
was borrowed from a Lord & 
Thomas report used in new business 
solicitation. 


Ryan with Green 

William K. Ryan, formerly with 
William L. Diener, Inc., has joined 
Marvin Green, Inc., Chicago agency. 
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WE SOLVE IT! 


Translations and publicity in all Foreign 
Language . Advertising Stvle Com- 
position & Make-Up for all Languages. 


and charge regularly “A for an Alpha." 


GEORGE STAVROU 
132 Nassau St., New York, N. Y 


John J. Gillin, Jr., Mgr. 
Representatives—John Blair Co 
Owned and Operated by the 

Woodmen of the World 

Life Insurance Society 


THE MORNING AFTER 


Saturday Football 
Hilarity Exploited 
by Bromo-Seltzer 


Baltimore, Oct. 25.—Believing 
that Saturday’s football fans are 
Sunday’s Bromo-Seltzer buyers, 
Emerson Drug Company has em- 
barked upon its third year of Sun- 
day newspaper advertising on sport 
pages, featuring the outcome of 
contests played the day before. 

Cartoon copy, promoting Bromo- 
Seltzer as a morning-after remedy, 
will appear every Sunday in 37 
papers in 21 major cities. The 
score is inserted Saturday night as 
soon as the result of the particular 
game chosen for that day has been 
received. The rest of the copy is 
set in type earlier. 

The outstanding local game, the 
result of which is to appear in the 
advertisement, is chosen in advance 
by the sports editor of each paper 
on the schedule. The names of the 
two teams are set in type along with 
the rest of the copy, leaving space 
for the score to be inserted as soon 
after the game as possible. 

The cartoon copy ties in with the 
football theme with a headline, “A 
late party after the game and here’s 
Chuck next morning.” The strip 
pictures Chuck’s oversized head, 
and how he gained relief by taking 
Bromo-Seltzer. J. Walter Thomp- 
son Company, New York, handles 
the account. 


Fleming Heads New 
Marketing Group 


R. M. Fleming, Harry M. Miller, 
Inc., has been named president of 
the newly organized Cincinnati 
Marketing Association. 

Other officers are John Burgoyne, 
research manager of Batten, Barton, 
Durstine & Osborn, vice-president; 
Dorothy Wynne, research division of 
Drackett Chemical Company, secre- 
tary-treasurer. The board of direc- 
tors include W. C. Savage, national 
advertising manager, Cincinnati 
Post; Thomas W. Kiphart, Fifth- 
Third Union Trust Company; Dr. 
R. R. Sharrock, University of Cin- 
cinnati, and William J. Williamson, 
sales manager, WKRC. 


AAM Elects Officers 

The Association of Advertising 
Men, New York, has _ elected 
Thomas Hughes, International Ex- 
port Advertising Agency, as presi- 
dent. Other new officers § are 
Howard Warner, Unz & Co., vice- 
president; Jess Abrams, Mailograph 
Company, secretary; Norman Draf- 
fin, Sigmund Ullman Company, as- 
sistant secretary; Henry Kress, 
George Hatch Advertising Com- 
pany, treasurer, and Thomas Tar- 
pey, assistant treasurer. 


NIAA to Move 


The headquarters office of Na- 
tional Industrial Advertisers Asso- 
ciation will move to new offices on 
the sixth floor of 100 E. Ohio street, 
Chicago, Nov. 1. The _ telephone 
number is Superior 8140. Mildred 
R. Webster will continue as head- 
quarters secretary. 


Smith Joins Devine 

G. Byron Smith ITI has joined the 
New York sales staff of J. J. Devine 
& Associates, succeeding Donald A. 
Donahue, resigned. Mr. Smith was 
formerly with R. H. Macy & Co., 
New York. 
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Getting Personal _ 


Colby M. Chester, board chairman, General Foods Corporation, is 
chairman of the United Hospital campaign drive in Gotham. . . Wal- 
ter H. Gifford, pres., American Telephone & Telegraph Company, is 
on the mend after an emergency operation for appendicitis. . . 

H. F. van Bomel, one of the bright young men in the N. Y. office 
of N. W. Ayer & Son, is honeymooning in Bermuda. His father, H. S. 
van Bomel, is treasurer of Shef- 
field Farms Company, and his 
uncle, L. A. van Bomel, is presi- 
dent of the same company... 

Carlos Franco, radio execu- 
tive, Young & Rubicam, has 
about decided to give up golf as 
the result of an odd mishap on 
the links recently. It seems his 
ball landed on a hillside, and in 
trying to regain the fairway, he 
slipped, hit himself on the wrist 
with the club, and twisted arms, 
legs, back, etc. . . 

Ted Streibert, v.p., MBS, and 
g.m., WOR, has a baby son... 
Henry W. Lowe, account execu- 
tive, Compton Advertising, is 
back at his desk after a country- 
wide vacation tour... 

Frank Phillips, board chair- 
man, Phillips Petroleum Com- 
pany, and P. W. Litchfield, pres., 
Goodyear Tire & Rubber Com- 
pany, were featured speakers at 
the National Business Conference 
at Babson Park, Mass. . . The 
Ruberoid Company has cele- 
brated its 52nd birthday. Mer- 
bert Abrahams, pres., and Louis C. Rugen, v.p., were among the 70 
employes with the company for over a quarter of a century who re- 
ceived gold emblems. . . 

Miss Hyla Kiczales, g.m., WOV-WBIL, New York, and WPEN, 
Philadelphia, became the first American to receive one of Italy’s top- 
notch cultural awards when she received the “diploma di benemerenza” 
in recognition of her pioneering work in fostering Italian-American 
relations through radio... 

Juan T. Trippe, pres., Pan-American Airways, and Gerard Swope, 
pres., General Electric Company, were among the speakers at the New 
York Herald Tribune forum. . . Frank Lovejoy, a.m., Socony-Vacuum 
Oil Company, gave a few words of counsel to Salesmen’s League of 
America at its most recent meeting. . . 

Frederic R. Gamble, executive secretary, Four A’s, has been ill, 
and Richard Turnbull, asst. treas., Four A’s, had to substitute as lec- 
turer before students taking the Advertising Women’s course. .. A. V. 
B. Geoghegan, v.p., Young & Rubicam, has purchased an estate at 
Kensington Gardens, Great Neck, L. I... 

Newark Adclubbers are campaigning for new members, with 
Harry A. Wapshare, Newark Sunday Call, heading the committee. 
Aides include Gilbert Falk, Star-Eagle; Theodore S. Fettinger, pres., 
United Advertising Agency; Herman Ostroff, Lewmar Paper Company, 
and Patrick M. Feeney, Evening News... . 

John Day Jackson, publisher, New Haven Register, will be hon- 
ored by the New Haven Ad Club, Nov. 2, when he will receive the 
club’s annual gold medal award of merit. Rowland E. Baird, account 
executive, Remsen Advertising Agency, is president of the club. . . 


McCARTHY & CO. 


Edgar Bergen's little boy, Charlie Mc- 
Carthy, and Don E. Gilman, vice-presi- 
dent in charge of NBC's Western divi- 
sion, indulged in a little shop talk as 
they met on the steps of NBC's new 
Hollywood Radio City. 


SHOULD PLEASE MR. FARLEY 


8I9 IDAHO co. 
BOISE IDAHO. ' 


Idaho distributors for Philco Radio & Television Corporation didn't want to be 
late with their entry in a promotion contest staged by the company so they 


used this huge air mail envelope which arrived with time to spare. Receiving it 
at headquarters are Sayre M. Ramsdell, vice-president, and Ernest B. Loveman, 
advertising manager. 


Ed Jacobsson, art director, Kenyon & Eckhardt, has just purchased 
a 24l-acre farm in Canaan, N. Y. He confides that his first day on the 
property he tripped and fell on a hand sickle, chipping a bone and cut- 
ting a tendon in his leg. P. S. Farm for sale. . . 

Donald T. Carlisle, Doremus & Co., Boston, has been named chair- 
man of the publicity committee for the Greater Boston 1939 Commu- 
nity Fund campaign. . . And Harold Cabot, Boston agency head, is 
chairman of the publicity committee of the 1938-1939 Red Cross Roll 
Call... 

Francis G. du Pont, assistant a. m., Indian Motorcycle Com- 
pany, Springfield, Mass., was married Oct. 21 to Alice B. Churchman 
in Rosemont, Pa. Mr. du Pont is a cousin of Mrs. Franklin D. Roosevelt, 
Jr... ¥F. A. Miller, president of the Tribune, South Bend, Ind., and Mrs. 
Miller have returned from a 1,700 mile automobile trip through Ohio, 
West Virginia, Virginia, Maryland and Pennsylvania. . . 

A daughter, Catherine, has joined the Hugh A. Halffs, of San 
Antonio. Mr. Halff is president and g. m. of Station WOAI... 
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Journalists Honor 
Kaltenborn for 
Radio Reporting 


Chicago, Oct. 25.—Perhaps signa). 
ing a new era in relations betwee, 
newspapers and radio, H. V. Kaltep. 
born, who covered the recent Euro. 
pean crisis for Columbia Broadcast, 
ing System, today was guest 
honor at a luncheon at the Sherma, 
Hotel, receiving an engraved sero) 
at the hands of Kenneth E. Olgo, 
dean of Medill School of Journalisy 
Northwestern University, in behay 
of that organization and of two Chj. 
cago chapters of Sigma Delta Ch 
national journalism fraternity. 

Dean Olson asserted that during 
the intensive coverage of the Eur. 
pean situation by radio, newspape, 
circulations rose to unprecedente 
heights, proving that the two med, 
are collaborative, rather than com. 
petitive. Each fanned interest in th 
other’s product, he asserted. 

The award was made in token of 
“the credit your achievement ha 
reflected on the newspaper frater. 
nity and the radio industry.” 


The Price of Freedom 


Mr. Kaltenborn said that the 
trans-Atlantic telephone proved a 
great aid in covering recent events, 
since it is one of the few systems of 
communication not yet under cen. 
sorship in Europe. On the other 
hand the telephone company pro. 
tested vigorously at having a con. 
versation broadcast to millions of 
listeners, one of its rules being that 
only one person could be at each 
end of the wire. 

Mr. Kaltenborn said that all who 
object to commercials on the radio 
need to remind themselves that ad- 
vertising is the price this country 
pays for a free radio. The English 
themselves were unable to get all of 
the news from their home newspa- 
pers and radio during the war scare, 
and thousands installed short wave 
radio that they might listen t 
American broadcasts, he asserted. 


The editors of several Chicago © 
newspapers sat at the speakers | 


table during the presentation. 


Alley & Richards Named 


Alley & Richards Company, Bos- 
ton, has been appointed advertising 
agency for United Carr Fastener 
Corporation, Cambridge, Mass 
Plans are being developed for mer- 
chandising a new laundry-proo! 
snap fastener as a button replace- 
ment. 


Account to Doyle 


Kuttner, DeCosta & Co., Philadel- 
phia, has appointed Bartley J. Doyle 
Inc., Philadelphia, to direct the ac- 
count of its Daisy Mae _ blouses 
Newspapers, business papers, direct 
mail and dealer helps will be used 
John F. King is account executive. 


Season-Aire Appoints 
Simons-Michelson Company, De- 
troit, has been appointed to handle 
the advertising of Season-Aire Cor- 
poration, Detroit manufacturer 0 
heating and air conditioning units. 


a | 
Things Have Changed 
Since You Were A Boy 


Remember, when you “went to 
high,” how proud you were to 
wear your school emblem and 
Well—they’re not doing 
it any more. A store in New York 
thought it could move beer jackets 
faster by offering them with high 
school emblems. It used High 
School papers ($48.25 per column 
inch to reach 241,534 boys and 
girls in 45 New York City high 
schools) to advertise the offer. 
The beer jackets went over swell 
—but they couldn't give the em- 
blems away. A lot has happened 
since you “went to high.” It 
might be a good idea for you t° 
learn of these changes. We'll tel! 
you about them if you'll drop U5 
a note on your letter-head. Rich- 
mond Advertising Service (NOT 
an advertising agency) 26 Court 
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. ough 
EVERETT A. HOLMAN bf es Mabey oth tng 


; Mr. Holman and his associates founded 
© the Associated Weekly in 1927. This 
t & constituted the first organization of in- 


: : e 

- & dependent newspapers in the United ant %6 2 ed ’ 

"B® States for group selling of color ad- Ting t, Elona) rertign (88 ve tel) = 

*® vertising in the magazine and comic ime ade pe “6 dee faredute, = 

~ —f sections. Under his leadership Asso- &ein % ae a the pe °* two, 

of . be We Tes “Pron, st th ° r 

@ ciated Weekly has grown from in- Age, ang ™® re pitlte » Od thy TiPee ol Page 

| fancy to become a very important Prost; ya Your he Phe eatis dat i Sch re 
factor to national advertisers in sell- nd ve r 


nf ing the far west. 


? 
= Bes nal uth ’ — ee 
LIPOE 


+ ok ee te 


-‘Dominance Does It! 


Presentation of 
the annual 
Sperry Flour 
Company award 
to members of 
Associated 
Weekly for ex- 
cellence of color 
| printing. 


if lhe big page size of Advertising Age has enabled 
’ us to tell our dominating story of Associated Weekly’s 
coverage on the West Coast in a dominating way,” says 
ie § E. A. Holman, president of this newspaper color group. 
But... dominance means nothing unless it registers 


-§-..0n the right people! And the key to Associated 


Weekly’s exclusive use of Advertising Age among 
national advertising trade papers for three years rests in 


dramatic format, and an editorial appeal that creates 
active readership among advertising and agency execu- 
tives who buy advertising space and services. 


the ACTIVE READERSHIP mentioned in Mr. 
Holman’s letter. 

You can use big black type and smashing display 
without using Advertising Age, but what makes Adver- 
ising Age the unique promotional buy—the one that 
actually gets results—is the combination of a big page, 


Advertising 


Se a arias, i ie ES , 7, a ls 


If you want to sell space, or time, or any product or 
service to national advertisers and their agencies, Ad- 
vertising Age can help you, as it has helped Associated 
Weekly and scores of other advertisers . . . help you to 


get your story across to the men who are able and 
willing to act. 


tht Makeonal pape 
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of OF ADVERTISING 


NEW YORK CHICAGO 
SAN FRANCISCO 


LOS ANGELES 
ATLANTA 
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Grocery Men 
Push for Enactment 
of Model Statute 


Circulate Thousands of 
Copies of Unfair Sales 
Act Text 


Chicago, Oct. 25.— The decision 
of a New Jersey court yesterday 
that the unfair sales act of that 
state is unconstitutional focuses at- 
tention on the model act developed 
by the National Food and Grocery 
Conference, based largely on court 
rulings calling attention to flaws in 
some state acts. J. Frank Grimes, 
president of the conference, said to- 
day that thousands of copies of the 
model law are being circulated in 
states which are confronted with 
the necessity of passing new legis- 
lation, as well as those in which no 
law has yet been adopted. 

The New Jersey law just held in- 
valid was not a typical one, as it 
combined features of both fair 
trade laws and unfair sales acts. 
The unfavorable decision brings to 
three the number of states whose 
efforts to place a floor under mer- 
chandise prices have proved fruit- 
less. They are, besides New Jersey, 
Minnesota and Nebraska. On the 
other hand, the unfair sales acts 
of Kentucky, California and Tennes- 
see have been upheld, though con- 
taining some features which are 
regarded as exposing them to legal 
doubt. Similar laws in nine other 
states are yet to be ruled on. 

Only 12 states now have unfair 
sales acts, and 36 states remain as 
the battle ground for the model 
law. 


Called Deceptive Advertising 


The model is notable for its brev- 
ity, only 1,000 words being con- 
sumed. The prelude states that, 
“Whereas, the practice of selling 
certain items of merchandise below 
cost in order to attract patronage 
is generally a form of deceptive ad- 
vertising, and an unfair method of 
competition in commerce; and 

“Whereas, such practice causes 
commercial dislocations, misleads 
the consumer, works back against 
the farmer, directly burdens and 
obstructs commerce, and diverts 
business from dealers who main- 
tain a fair price policy; and 

“Whereas, bankruptcies among 
merchants who fail because of the 
competition of those who use such 
methods result in unemployment, 
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disruption of leases, and non-pay- 
ment of taxes and loans, and con- 
tribute to an inevitable train of un- 
desirable consequences, now there- 
fore, be it enacted by the legisla- 
ture. e 

The crux of the model law is sec- 
tion 2, defining costs of retailers 
and wholesalers. It reads as fol- 
lows: 

“(a) When used in this act, the 
term ‘cost to the retailer’ shall 
mean the invoice cost of the mer- 
chandise to the retailer, or the re- 
placement cost of the merchandise 
to the retailer, whichever is lower; 
less all trade discounts except cus- 
tomary discounts for cash; to which 
shall be added (1) freight charges 
not otherwise included in the in- 
voice cost or the replacement cost 
of the merchandise as herein set 
forth, and (2) cartage to the retail 
outlet if done or paid for by the 
retailer, which cartage cost, in the 
absence of proof of a lesser cost, 
shall be deemed to be three-fourths 
of one per cent of the cost to the 
retailer as herein defined after add- 
ing thereto freight charges but be- 
fore adding thereto cartage and 
markup and (3) a markup to cover 
a proportionate part of the cost of 
doing business, which markup, in 
the absence of proof of a lesser cost, 
shall be six per cent of the cost to 
the retailer as herein set forth after 
adding thereto freight charges and 
cartage but before adding thereto 
a markup. 


Cost of Wholesaler 


“(b) When used in this act, the 
term ‘cost to the wholesaler’ shall 
mean the invoice cost of the mer- 
chandise to the wholesaler, or the 
replacement cost of the merchan- 
dise to the wholesaler, whichever is 
lower; less all trade discounts ex- 
cept customary discounts for cash; 
to which shall be added (1) freight 
charges, not otherwise included in 
the invoice cost or the replacement 
cost of the merchandise as herein 
set forth, and (2) cartage to the re- 
tail outlet if done or paid for by 
the wholesaler, which cartage cost, 
in the absence of proof of a lesser 
cost, shall be deemed to be three- 
fourths of one per cent of the cost 
to the wholesaler as herein set 
forth after adding thereto freight 
charges but before adding thereto 
cartage. 

“(c) When used in this act the 
term ‘replacement costs’ shall mean 
the cost per unit at which the mer- 
chandise sold or offered for sale 
could have been bought by the 
seller at any time within thirty 
(30) days prior to the date of sale 
or the date upon which it is offered 
for sale by the seller if bought in 
the same quantity or quantities as 
the seller’s last purchase of the said 
merchandise. 

“(d) When one or more items 
are advertised, offered for sale, or 
sold with one or more other items 
at a combined price, or are adver- 
tised, offered as a gift, or given 
with the sale of one or more other 
items, each and all of said items 
shall for the purposes of this Act 
be deemed to be advertised, offered 
for sale, or sold, and the price of 
each item named shall be governed 
by the provisions of paragraphs 
(a) or (b) of Section 2, respec- 
tively. 

“(e) The term ‘cost to the re- 
tailer’ and ‘cost to the wholesaler’ 
as defined in paragraphs (a) and 
(b) of this section shall mean bona 
fide costs; and purchases made by 
retailers and wholesalers at prices 
which cannot be justified by pre- 
vailing market conditions within 
this state shall not be used in de- 
termining cost to the retailer and 
cost to the wholesaler. 


“(f) The term ‘sell at retail,’ 
‘sales at retail,’ and ‘retail sale’ 
shall mean and include any trans- 


fer for a valuable consideration, 
made in the ordinary course of 
trade or in the usual prosecution of 
the seller’s business, of title to 
tangible personal property to the 
purchaser for consumption or use 
other than resale or further pro- 


cessing or manufacturing. The 
above terms shall include any 
transfer of such property where 
title is retained by the seller as 


security for the payment of the 
purchase price. 

“(g) The term ‘sell at wholesale,’ 
‘sales at wholesale,’ and ‘wholesale 
sales’ shall mean and include any 
transfer for a valuable considera- 
tion made in ordinary course of 
trade or the usual conduct of the 
seller’s business, of title to tangible 
personal property to the purchaser 
for purposes of resale or further 
processing or manufacturing. The 
above terms shall include any 
transfer of such property where 
title is retained by the seller as 
security for the payment of the 
purchase price. 

“(h) The term ‘retailer’ shall 
mean and include every person, 
partnership, corporation or associa- 
tion engaged in the business of 
making sales at retail within this 
state; provided that, in the case of 
a person, partnership, corporation 
or association engaged in the busi- 
ness of making both sales at retail 
and sales at wholesale, such term 
shall be applied only to the retail 
portion of such business. 

“(i) The term ‘wholesaler’ shall 
mean and include every person, 
partnership, corporation, or associa- 
tion engaged in the business of 
making sales at wholesale within 
this state; provided that, in the case 
of a person, partnership, corpora- 
tion or association engaged in the 
business of making both sales at 
wholesale and sales at retail, such 
term shall be applied only to the 
wholesale portion of such business. 

“SECTION 3. It is hereby de- 
clared that any advertising, offer to 
sell, or sale of any merchandise, 
either by retailers or wholesalers, 
at less than cost as defined in this 
Act, with the intent, or effect, of 
inducing the purchase of other 
merchandise or of unfairly divert- 
ing trade from a competitor or 
otherwise injuring a competitor, 
impair and prevent fair competi- 
tion, injure public welfare, and are 
unfair competition and contrary to 
public policy and the policy of this 
Act, where the result of such ad- 
vertising, offer or sale is to tend to 
deceive any purchaser or prospec- 
tive purchaser, or to substantially 
lessen competition, or to unreason- 
ably restrain trade, or to tend to 
create a monopoly in any line of 
commerce. 

“SECTION 4. Any retailer who 
shall, in contravention of the policy 
of this Act, advertise, offer to sell 
or sell at retail any item of mer- 
chandise at less than cost to the re- 
tailer as defined in this Act; or any 
wholesaler who shall, in contraven- 
tion of the policy of this Act, ad- 
vertise, offer to sell, or sell at 
wholesale any item of merchandise 
at less than cost to the wholesaler 
as defined in this Act, shall be 
guilty of a misdemeanor and upon 
conviction thereof shall be pun- 
ished by a fine of not more than 
$500. Proof of any such adver- 
tising, offer to sell or sale by any 
retailer or wholesaler in contraven- 
tion of the policy of this Act shall 
be prima facie evidence of a viola- 
tion of this Act. 


Duty of Attorneys 


“SECTION 5. In addition to the 
penalties provided in this Act, the 
courts of this State are hereby in- 
vested with jurisdiction to prevent 
and restrain violations of this Act, 
and it shall be the duty of the sev- 
eral states’ attorneys, in the respec- 
tive districts, to institute proceed- 
ings in equity to prevent and re- 
strain violations. Any person dam- 
aged, or who is threatened with 
loss or injury, by reason of a viola- 
tion of this Act, shall be entitled to 
sue for and have injunctive relief 
in any court of competent jurisdic- 
tion against any damage or threat- 
ened loss or injury by reason of a 
violation of this Act. 

“SECTION 6. The provisions of 
this Act shall not apply to sales at 
retail or sales at wholesale (a) 
where merchandise is sold in bona 
fide clearance sales, if advertised, 
marked, and sold as such; (b) 
where perishable merchandise must 
be sold promptly in order to fore- 
stall loss; (c) where merchandise 
is imperfect or damaged or is being 
discontinued and is advertised, 
marked and sold as such; (d) 


The rates for this department are as follows: 
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POSITIONS WANTED 


REWRITING SPECIALIST 
Correspondent. Promotion assistant 
Potential speaker. Teacher type. 
Box 1560, ADVERTISING AGE, Chgo. 
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HELP WANTED 


Unemployed advertising men anj 
women can ae their chances o 
getting a job, by using any one oj 
my “Dramatized Letters.” KUHN 
New York. 


Lady. Thoroughly experienced in all 
advertising agency detail work. 
oe dag of stenograpny. space and 
media, lling, classified advertising. 
Quick and aecurate on figures. Excel- 
lent reference 

Box 1561, "ADVERTISING AGE, Chgo. 


Former NATIONAL ADVERTISING 
MANAGER NEW YORK’S FINEST 
NEWSPAPER. Excellent contacts 
with national advertisers and person- 
ally known to leading advertising 
agency executives. Willing to repre- 
sent publishing or radio establish- 
ment on salary or commission. 

Box 1559, ADV *ERTISING AGE, N. Y. 


PLANOGRAPHING 


NO CUTS! NO TYPE! 


Reproduce anything written, drawn 


or printed. Copy reduced or enlarged. 
PLANOGRAPH PRINTING COSTS 
LESS. 100 copies black and white 


8%x1l1 $2.00. 20c for additional hun- 
dreds including paper. Colored ink 
and stock, slightly additional. 

QUICK PICK-UP AND DEL IVERY 


ARTHUR HELD, ADVERTISING 
216 W. Jackson Blvd., Chicago 
DEArborn 7940 


REPRESENTATIVES WANTED cD 


Most unusual opportunity in Chicag, 
offered to contact man now selling 
gates promotion and advertising sery. 
ice rite President, care 

Box 1558, ADVERTISING AGE, Chgo 


MISCELLANEOUS 


CURTAILED BUDGETS 
can still afford economical and result. 
producing Photo-Offset for all sorts 
of illustrated sales letters, booklets, 
brochures, charts, diagrams, direct. 
mail pieces, etc. 


No typesetting or engraving neces. 
sary! 


500 COPIES (8%x11”) $2.63 
Additional hundred copies only 22 
Any size supplied. Even lower prices 
to volume purchasers, 
Send for free informative book and 
samples. 
Laurel Process, 480 Canal St., N. Y. C, 
In New York City and Metropolitan 
Area, a trained representative wil! 
eall on request. Phone WAlker 56-0527 


YOU CAN USE THEM TOO! 
Your business needs these wonderfy! 
business builders. Let us show yoy 
how other firms are using PHOT 
AD-CARDS to their advantage 
Samples free. 

GRAPHIC ARTS PHOTO SERVICE 
Third & Market, Hamilton, Ohio 
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where merchandise is sold upon 
the final liquidation of any busi- 
ness; (e) where merchandise is sold 
for charitable purposes or to relief 
agencies; (f) where merchandise is 
sold on contract to departments of 
the government or governmental 
institutions; (g) where the price of 
merchandise is made in good faith 
to meet competition; (h) where 
merchandise is sold by any officer 
acting under the order or direction 
of any court. 

“SECTION 7. If any section, 
sentence, clause or provision of 
this Act shall for any reason be 
held invalid or unconstitutional, 
the validity of the remaining parts 
hereof shall not be affected thereby. 


“SECTION 8. The provisions of 
this Act shall become effective 
sixty (60) days after the date 
hereof. 

JERSEY COURT VOIDS 
STATE FAIR TRADE ACT 


Hackensack, N. J., Oct. 25.—The 
right of the state legislature to fix 
commodity prices was challenged 
in district court here yesterday by 
Judge Berthold Vorsanger, who de- 
clared unconstitutional the New Jer- 
sey fair trade act which is aimed 
at the use of loss leaders in retail 
merchandising, and which prohibits 
retail sale of commodities below 
cost. The decision was the first 
legal ruling in a test case started 
by Packard, Bamberger & Co., op- 
erator of a local super market. 

The constitutionality of the fair 
trade act was attacked by Packard, 
Bamberger last July, when it invited 
prosecution by inserting an adver- 
tisement in the Bergen Evening 
Record offering commodities for 
sale at prices below the figure de- 
fined as “cost” by the law. (Cost 
was defined as “the most favorable 
price obtainable within 30 days.) 

The Retail Grocers’ Association of 
New Jersey, leading sponsor of the 
fair trade act, took up the challenge, 
and entered a complaint against the 
super market. Both sides recognized 
the move as a test of the validity of 
the law and it was agreed at the 
outset that the decision would be 
carried to the highest court. 

In declaring the law unconstitu- 
tional, Judge Vorsanger said, “I 
think it is safe to say that the most 
enlightened judicial policy is to let 
the people manage their business in 
their own way.” 

Counsel representing the grocers’ 


as 


association argued that the law was 
not a price-fixing measure, but the 
judge declared: 


Private Rights Affected 


“Although the fair sales act might | 
help a few selfish interests, it would © 
be detrimental to the public as a VW 
whole. The buying public would be ~ 
forced to purchase articles at higher | 
prices, increasing the cost of living.” 
He quoted precedents to prove that 
no common law right has been more 
firmly established than the right of 
the individual to sell his goods or 
his services at whatever price he 
and the purchaser might agree on. 

The fact that the super market ad- 
vertised loss leaders in order to get 
customers who might buy other 
goods at normal prices did not con- 
stitute “pernicious fraud” in the eyes 
of the court. The decision said: 
“The fraud appears when custom- 
ers order the goods advertised and 
are told that the line has been sold 
out and substitutes are offered at 
higher prices.” 

Louis A. Mounier, Jr., of Losche 
& Mounier, appeared as counsel for 
Packard, Bamberger, and Meyer 
Pesin for the grocers’ association 
Harry Lief, president of the latter 
group, said that an immediate ap- 
peal would be taken to the state 
supreme court. 


In the school ART field 


What Important Clue 


led to the discovery of the pri- 
mary influence upon the buy- 
ing habits of the public school 
Art Teacher? 


You'll find all this and more in 
the survey “CURIOSITY.” 


Send for your copy today. 
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MAGAZINE 


31 Printers Bldg. Worcester, Mess 
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Advertisers Are 
Unaffected by 


GRANDFATHERLY ADVICE 


“YOu CANT TAKE IT WITH YOU” 
-. says Lionel Barrymore 
So why not save to spend ?” 


~ 


the publishing business remains a by Administrator Andrews and now 
matter of uncertainty. /at work on the problem of how soon 


| the industry can pay wages up to 
HOURS OF LABOR MAY 40 cents per hour, the wage and 
TROUBLE ADVERTISERS 


/hour provisions are not likely to 
Washington, D. C., Oct. 27.—Offi- affect production on a wide scale. 
cials of the Wage and Hour Division | 


Administ NBC Is ‘Billed’ 
$3,750 Per Word 
in Slander Suit 


The Cotton Textile Institute has (Continued from Page 1) 


Wage-Hour Law 


(Continued from Page 1) 


prevails in the toilet goods industry 
where there are numerous small 
shops whose normal operations will 
probably be hit by the new regula- 
tions. Executives of the Toilet Goods 
Association remarked, unofficially, 
that most responsible companies 
maintain wages not lower than the 
old NRA code level of 35 cents per 
hour, and a working schedule of not 
more than 40 hours per week. 


Small Shops Unimportant 


Members of the association, num- 
bering 130, account for about 70 
per cent of the toilet goods volume, 
while the balance is split up among 
afar greater number of companies, 
most of them small in size. The 
latest government census listed 500 
separate establishments. No esti- 
mate of the number which will be 
affected by the wage-hour bill can 
be obtained, but the proportion of 
total output will be so small as to 
have no bearing on general price 
trends or merchandising methods. 

In the automobile field wage and 
hour standards are far ahead of 
the government minimum. Alfred 
Reeves, general manager of the 
Automobile Manufacturers Associa- 
tion, pointed out that in 1937 the 
average wage paid to motor em- 
ployes of all classes was 92 cents 
per hour. Hours are limited to 40 by 
union contracts and there are no 
motor employes under 18 years of 
age, according to Mr. Reeves. 

In the tobacco field the eventual 
effect of the law is problematical. 
George W. Hill, Jr., advertising 
manager, American Tobacco Com- 
pany, said that wages in his com- 
pany’s plants were well above the 
25-cent an hour minimum, and that 
employes work only 35 hours a 
week. Officials of Philip Morris & 
Co. likewise said that no change in 
present operating conditions would 
be necessitated by the new law. 

Spokesmen for the Wage and 
Hour Division of the Labor Depart- 
ment in Washington, however, told 
ADVERTISING AGE that tobacco will 
probably be the only nationally ad- 
vertised product to be affected im- 
mediately. The appointment of a 
tobacco industry committee is nec- 
essary, they said, to raise the wage 
level of mass production workers, 
particularly in the unskilled classi- 
fication. Such a committee will be 
named shortly, it was said, to 
formulate wage recommendations 
for the industry. 


Problem in Liquor Field 


Wages paid in the liquor industry 
are far above the minimum estab- 
lished by law, according to officials 
of the Distilled Spirits Institute, 
who nevertheless pointed out that 
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Lionel Barrymore, appearing as Grandpa 
Vanderhof in the movie, "You Can't Take 
It With You," offers some of the Vander- 
hof philosophy for readers of this news- 
paper copy used by the Mississippi Val- 
ley Trust Company, St. Louis, in pointing 
out that the pleasure of spending can 
come through the virtue of saving. 


there may be some complications 
regarding hours inasmuch as the in- 
dustry generally is working em- 
ployes more than 44 hours a week. 
No industry decision has as yet 
been made on whether workers will 
be paid the time and one-half re- 
quired for overtime work by the 
act, or whether average weekly 
hours will be cut with a consequent 
reduction of wages. Hourly wage 
rates generally apply in this in- 
dustry. 

While advertisers were viewing 
the effects of the new law with 
equanimity, advertising media ap- 
peared to be in a less favorable 
position. Here the difficulty lies 
not in wage standards but in hours 
of work. Pay in newspapers, maga- 
zines, and radio stations is well 
above the minimum in all cases but 
under some circumstances it is im- 
possible to observe a 44-hour week. 

At the National Broadcasting 
Company it was pointed out that 
the normal work week for network 
employes is 35 to 38 hours but the 
nature of the business makes actual 
time schedules impossible. Under 
the new law time and a half will 
be paid to all employes who are re- 
quired to work overtime. 

Both NBC and Columbia Broad- 
casting System are planning full 
compliance with the law. There is 
no indication that they will follow 
the lead of the newspapers and put 
in a claim for exemption on the 
ground that radio is a_ service 
rather than a commodity. 

The newspaper claim for exemp- 
tion as a service was presented to 
the wage-hour administration at 
Washington, but no ruling has been 
made public as yet. In the mean- 
time, the application of the law to 


Now New York gets a taste of 
PHOTOGRAPHIC ILLUSTRATIONS’ 


stock photographic 


service. 


Pleased are we to announce this new fast service in New York. Out 
hicago way all the advertising folk know about our super-super 


Service on stock photographs for every requirement. 


Place, 


Try us either 


Almost while you're thinking we'll have prints at your elbow. 


PHOTOGRAPHIC ILLUSTRATIONS, INC. 


143 N. Wabash Ave.. Chicago. - - 


Phone Franklin 0074 


Gnd now also 599 rirTH AVE. N. Y. PHONE ELDORADO 5-8580 


of the Labor Department do not be- 
lieve that many, if any, of the 
manufacturers whose products 
nationally advertised will be af- 
fected substantially by either the 
wage or the hour provisions which 
went into effect last Monday. Pri- 
mary objective of the law 
reach the so-called “sweated indus- 
tries” whose products are rarely ad- 
vertised extensively, 
out. 

The Bureau of Labor Statistics 
estimates that none of the major in- 
dustries of the country will be 
touched by the wage provisions, cit- 
ing July figures which show that 
in all the hundred-odd manufactur- 
ing and service industries which re- 
port payrolls monthly to the gov- 
ernment higher wages are paid than 
the first year statutory minimum of 
25 cents per hour. Included in the 
listings are the mass-production in- 
dustries, such as automobiles, chem- 
icals, building materials, machinery, 
electrical appliances, food-stuffs and 
mining. Even in textiles, the object 
of the first study of the textile in- 
dustry committee recently appointed 


faction. 


are | 


is to| 


they pointed | 


estimated that wages are already on 
the average higher than 25 cents 
and that the work week is sub- 
stantially less than the 44 hours re- 
quired for the first year. 


Hour Rule a Problem 


While the Labor Department 
figures indicate that among the in- 
dustries furnishing monthly data 
not more than a half dozen are 
working employes longer than 44 
hours, it appears probable that 
manufacturers of nationally adver- 
tised products will have more diffi- 
culty with the hours provisions than 
any others. 


Paris Agency in N. Y. 

Under the name Advertising In 
France, the French agency Publicis 
has opened offices at 366 Madison 
avenue, New York. Bernard Mus- 
nik is in charge. 


Goodman Names Lefton 


A. Goodman & Sons, Inc., New 
York, noodles, spaghetti, macaroni 
and matzos, has placed its advertis- 
ing account with the New York 
office of Al Paul Lefton Company. 


its suit that patronage dropped off 
for several months afterward. It 
asked $100,000 damages. 

Mr. Jolson was at first named co- 
defendant in the suit, although his 
name was dropped when the court 
held that only one defendant could 
be made to stand trial. 

NBC asked dismissal on the 
ground that the “indiscreet’” re- 
mark was not in the script read 
and passed on by NBC prior to the 
broadcast. 

It is expected that NBC will 
appeal the decision. Officials said 
that while there had been previous 
complaints of this nature, this 
was the first instance of a case 
coming to trial. It is expected that 
the ultimate decision in this case, 
if it is carried further, may offer a 
reliable legal answer as to whether 
the broadcasting station, sponsor or 
performer is actually responsible 
in this or similar cases. 


Mill Factors to Mathes 

Mill Factors Corporation, New 
York, has appointed J. M. Mathes, 
Inc., New York, as its agency. 


uch Hunters 


are all smiles these days—and the fellows who bag the big- 
gest “green heads” realize that in shooting, as in photo- 
engraving, accuracy counts. 
accuracy a very important factor in our engraving plant 
and now that color plates are used so extensively accuracy 
must be observed to the last degree. 


We have always considered 


When a printer receives a set of progressive proofs with the 
“B-C. Co.” stamp on them, you'll likely hear him remark, 
“Gee, I’m glad these plates were made by BARNES- 
CROSBY COMPANY because I know they will print.” 


Engraving plates produced by us never fail to give satis- 


Earnes-Croshy Company 


PHOTO ENGRAVING 
ART AND PHOTOGRAPHY 


225 NORTH WABASH AVE..CHICAGO,ILL. 
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Dr. Link Stresses 
Value of Close 
Consumer Study 


Toronto, Oct. 27.—Close personal 
study of the consumer is the best 
formula for advertising success, ac- 
cording to Henry C. Link, director 
of the Psychological Corporation of 
New York. Dr. Link addressed the 
eighth annual banquet of the Ad- 
vertising and Sales Club of Tor- 
onto at the Royal York Hotel this 
week. 

Also heard by the conference was 
Sir Edward Beatty, president of the 
Canadian Pacific Railway Company. 

Speaking before a record audi- 
ence, Dr. Link illustrated his theory 
by relating data from the organiza- 
tion he directs which indicated, he 
said, that eternal vigilance is the 
watchword for the advertiser who 
holds and draws his public. 

“People buy because they are 
ambitious,” he said, “and they are 
ambitious because they have been 
stimulated by advertising, and buy 
because they have confidence in 
themselves, their fellow men, their 
institutions and their future.” 

Asserting that modern advertis- 
ing is “the very foundation of the 
modern economic system,” Sir Ed- 
ward ascribed to it a great hope in 
bringing the world back to peace. 

“T still hope that the nations of 
the world some day shall return to 
peace. That can never happen 
until international commerce is re- 
stored. Nothing can play a greater 
part in this than to disseminate to 
all the people of the world the 
news that goods are available for 
their use and services are at their 
disposal. 

“Twelve alert advertising men 
could change the whole face of 
Russian life in short order by the 
simple process of telling the Rus- 
sians what they could buy if they 
had the money.” 

Sir Edward developed the an- 
alogy by saying that the same 12 
men turned loose in Germany 
would have “Germany booming 
within six months, and thinking a 
great deal more of how to keep up 
with its people’s demands for new 
goods, and a great deal less of how 
to annoy the surrounding nations.” 


Gamma Alpha Chi 


Elects New Officers 


Mary Gist, Guy Burrough, Inc., 
was re-elected president of Gamma 
Alpha Chi, national professional 
sorority, at its recent convention 
in Los Angeles. 

Other officers named are Helen 
M. Parks, Columbia, Mo., vice-pres- 
ident, and Mary Shoop, Southern 


California Edison Company, na- 
tional employment director. 
To Represent WADC 

Station WADC, Akron, O., has 
appointed George P. Hollingbery 
Company as national representa- 
tive. 


— COLLINS 
MILLER: & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Retail Display 
Off 10.9% trom 
Same 1937 Week 


Chicago, Oct. 28.—Newspaper 
display space used by retailers dur- 
ing the week ended Oct. 22 was 
10.9 per cent below the corre- 
sponding week of last year, accord- 
ing to’ the ADVERTISING AGE Index 
of Retail Activity. 

Increased seasonal buying due to 
cooler weather brought the _ re- 
ported week’s linage total for the 
80 major markets included in this 
Index to 21,590,691 lines, only 2,- 
591,180 lines short of the 23,881,871 
line total for the comparable week 
of last year. 

Through the first 43 weeks of 
this year through the date reported, 
newspapers in the measured mar- 
kets have carried a total of 765,- 
361,779 lines against 865,463,321 
lines for the comparable period of 
last year, a loss of 100,101,542 lines 
or 11.6 per cent. Compared with 
1936, this year shows a loss of 7.6 
per cent. 

A table showing percentage of 
variation from 1937 levels for each 
week of this year, follows: 


SE Seeerrrc rrr rr re — .08 
ES ee ee eee ree re — 2.4 
Pere seer re — 3.7 
PE EAN is waa ent eee — 5.1 
RR ME) 6rd Signa acd ae nd COS — 7.2 
Ph OE Va ene ep eee kee PEE aA — 7.4 
A rer rr arirer a — 7.7 
MS IRR e res errr — 6.8 
MED Sahih oface dig c's Gin nee —11.4 
Py OM e464 eee sakes Cae —14.8 
A SEE a) ee he ee eK ee —16.6 
Dn OF £4428 ckdaeer see eka —18.3 
eer rs ee ee —14.2 
Pree errr e — 0.9 
OS Serer ee — 5.3 
2 Perrier rere ere — 9.8 
i See rer ere re —15.7 
Berar Pore wie i —10.8 
errr errr reer rire —12.3 
SO tennessee sew ewendns —14.8 
. & SRR crrrre cee y —14.3 
De OO Sede veevesenved au —14.7 
Saree rere To Ter er —14.3 
BE) vataeeeseeabhece wu —14.9 
8 ee ee ee ee —14.8 
Me veut cceeonas esueae —16.9 
BD eb eusanewessersen es —14.6 
(i errr rererr rer ire —14.4 
See BE casonsnesvurieapas —13.0 
Breer rer ei er —13.9 
ee Oe tcsweetekeweencous —13.3 
MS. SE t608s00 0002 0095508 —13.1 
MG, Gt sactvvdovetcsbsceus —13.5 
Ee sidan aveeresedanes —12.4 
i Pe vented cede sa rekn si —13.1 
. We kscnnensecaveshwss —11.9 
DP bewtsdvescaneee coy — 83 
BGs. BE endedeveccvoveasen —12.3 
a Serre rrr rer ee — 9.2 
oP eer es ee —15.5 
Se: (DS siae wks dusesvsesas —12.7 
Ss Oe ack oearsaseeka ced sn —12.4 
0 SE reer rrrr rrr rs Tre —10.9 

Individual linage figures for each 
city included in this Index are 


shown in the adjoining tabulation. 


Amold Sales Appoints 


Arnold Sales Corporation, New 
York, distributor for Arnold Print 
Works with mills at North Adams, 
Mass., has appointed Abbott Kim- 
ball Company, New York, to direct 
advertising of Arnotex fabrics. 
Business papers and consumer 
fashion magazines will be used. 


New Photo Firm 


Stern-Warren Master Photogra- 
phers has been formed by Harold 
W. Warren, formerly vice-president 
of National Studios, Inc., New York, 
and Sam Stern of Stern Photo 
Company, New York. Offices will 
be located at 318 W. 46th street, 
New York. 


Gets Herald of Fashion 


Willard B. Golovin, Inc., New 
York, has been appointed advertis- 
ing agency for the Herald of 
Fashion, Inc., New York. Life will 
be used, with newspaper and direct 
mail tie-ups for B. Altman in New 
York and stores in 100 other cities. 


Hadley Names Agency 
The Hadley Company, Provi- 
dence, has appointed Larchar-Hor- 
ton Company, Providence, to handle 
the advertising of Hadley wrist 
watch bracelets for men and women. 


—e 


Index of Retail Activity in 80 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


—————. 
% Gain %Gain 
43-Week 43-Week 43-Week or Loss’ or Loss 

Period Period Period 1938 1938 Week Week % Gai, 
Ended Ended Ended over over Ended Ended or 
City Oct. 24,1936 Oct. 23, 1937 Oct. 22, 1938 1936 1937 Oct. 23, 1937 Oct. 22,1938 Log, 
See a kh ceeeneuaes 13,558,299 13,899,669 9,717,159 —238.3 —30.1 356,853 209,419 —f3 
eae 5,377,671 5,782,245 4,458,095 —17.1 —22.9 140,749 131,670 —f : 
Atlanta, Ga. .......... 12,256,594 12,913,478 12,725,216 +38 —1.5 370,356 365,008 1; 
PRACINOTO, BEG. 2siccics 18,137,399 18,907,492 17,672,127 —2.6 —6.5 515,321 498,259 —33 
Birmingham, Ala. ..... 9,698,640 10,620,834 10,299,114 +6.2 —3.0 291,214 251,006 —138 
BOStON, MASS. 2... 00003 17,019,291 16,765,772 15,709,854 —7.7 —6.3 505,089 474,432 = —Rj 
Bridgeport, Conn. ..... 7,688,840 8,240,800 7,320,368 af,8 $3.3 211,512 200,732 5) 
Buffalo, N. Y........... 18,966,452 15,497,494 13,253,060 —5.1 —14.5 427,420 350,714 - -173 
CONS. Is WaSican dees 3,381,736 3,393,612 3,126,917 —7.5 —7.9 93,678 101,652 +85 
Cedar Rapids, Fare 4,125,296 4,298,084 3,902,276 —5.4 —9.2 101,192 95,984 —5.2 
Chattanooga, Tenn. .... 65,554,797 5,277,433 5,183,234 —6.7 —1.8 116,072 132,466 +14] 
ee ee 25,029,708 27,422,428 25,002,366 —0.1 —8.8 733,320 644,770 —12} 
ComereMets, OD. .cevcvess 13,779,217 14,560,613 12,473,277 —9.5 —14.3 381,859 306,765 —19,7 
| a ee 16,416,670 17,816,699 14,379,549 —12.4 —19.3 469,370 393,268 —16.2 
eee, GR. sctccciesa,. Cebekee.. . eeeeebs... Seueenes TT oe 310,310 269,867 —13.9 
LN rrr 16,600,678 17,791,707 16,878,651 +1.7 —5.1 513,316 464,349 —$5 
Davenport, Ia. ......... 4,490,948 5,413,280 4,617,774 +2.8 —14.7 158,242 127,764 —193 
PE Ue Sigectab anaes 11,152,600 12,859,520 10,343,572 —7.3 —19.6 341,992 262,780 —239 
| 8,460,938 8,729,365 7,007,127 —17.2 —19.7 214,755 157,340 —267 
Des Moines, Ia......... 5,241,712 5,396,255 5,225,224 —0.3 —3.2 130,116 137,833 +59 
SPOETONG, GENOE si tances 17,692,347 18,579,473 14,475,544 —18.2 —22.1 510,219 465,524 —§.i 
ie SU: BORisescexnesd Sktvees t4bes5u  4=A*£0b00ds5 Tre ee 244,612 196,976 —19,5 
ee Pare 5,965,354 7,663,142 7,295,004 + 22.3 —4.8 189,980 189,154 —0,4 
Evansville, Ind. ~-+« 10,777,592 10,627,667 10,098,250 —6.3 —5.0 306,152 295,736 —3.1 
Fall River, Mass....... 2,876,624 2,885,307 2,637,346 —8.3 —8.6 63,773 98,274 +541 
aS ears 7,433,720 7,620,032 5,882,338 —20.9 —22.8 227,576 182,560 —198 
Fort Wayne, Ind...... 9,486,946 9,856,267 8,730,435 —7.9 —11.4 220,336 239,008 +85 
og Oe rrr errr 5,099,941 6,059,904 4,509,641 —11.6 —25.6 158,113 98,447 —37.7 
Grand Rapids, Mich.... 7,744,310 8,743,764 7,083,800 —8.5 —19.0 270,060 193,942 —28.2 
SPOOR Vee, Be Crcsccces 4,965,105 5,604,286 5,512,290 +11.0 —1.7 122,486 135,270 +104 
Houston, Tex.......... 12,079,698 13,609,232 13,565,700 +12.3 —0.3 327,684 371,014 +132 
Indianapolis, Ind....... 14,729,891 15,525,473 13,013,324 —11.7 —16.2 457,464 356,314 —22) 
Jacksonville, Fla....... 7,096,007 7,693,448 7,282,040 2.6 —5.4 187,138 176,764 —5.6 
Jersey City, N. J....... 1,958,681 1,925,266 1,702,501 —13.1 —11.6 44,227 49,812 +126 
Kansas City, Kans.. 2,019,528 2,225,950 2,301,404 +13.9 + 3.4 54,180 54,068 —0,2 
Knoxville, Tenn. ...... 8,050,469 8,621,716 8,251,255 2.5 —4.3 311,108 212,604 —31.7 
Little Rock, Ark....... 17,737,063 7,849,254 7,504,050 —3.0 —44.4 198,394 187,292 —5.6 
Cee See, GRbissiccs ceneses 21,345,841 19,193,742 vrT —10.1 551,152 544,037 —),3 
RPE. Ds Aeicasece -neeeee 13,246,578 11,544,083 6aee —12.9 393,936 298,210 —24.: 
Ca, Ds. cake onde os 8,337,098 8,252,538 6,464,750 —22.5 —21.7 223,146 190,778 —14.5 
Manchester, N. H...... 2,890,763 3,072,034 2,984,172 + 3.2 —2.9 $5,566 82,320 —3.8 
Memphis, Tenn......... 9,271,168 10,007,440 9,247,812 —0.3 —7.6 255,052 222,250 —12.9 

Milwaukee, Wis........ 12,527,928 14,613,467 12,298,250 —1.8 —15.9 497,982 356,607 —284 | 
Minneapolis, Minn...... 12,383,426 12,293,118 10,993,908 —11.2 —10.6 319,580 291,247 —8.9 
New Bedford, Mass.... 2,724,804 2,812,684 2,558,080 —6.1 —9.1 67,634 73,924 +9.) 
New Haven, Conn.,..... 7,477,778 7,885,058 7,444,570 —0.5 —5.6 219,114 193,522 —Ii17 
New Orleans, La....... 16,175,545 16,650,410 15,410,955 —4.7 —T.5 378,027 378,310 +0.1 
New Tork, W.. Ficscss 53,516,026 54,568,353 48,344,389 —9.7 —11.4 1,527,526 1,401,892 —8.2 
SHRrOORIVeS, NW. Xeccicess 5,707,291 5,373,194 4,014,288 —29.7 —25.3 109,031 87,071 —20.2 
POO ROes Wiss 6s cvrcvense 7,963,832 7,959,408 7,640,794 —4.1 —4.0 197,176 218,750 +10 
OORISNG, CAl.ccscscsecsss 6,449,432 6,500,505 6,034,932 —6.4 —7.2 195,459 190,601 —2.5 
Oklahoma City, Okla.. 9,275,389 10,294,830 9,691,520 +45 —65.9 258,342 224,966 —12 
Seer 9,097,283 9,758,834 8,424,596 —7.4 —13.7 294,063 230,391 —217 
Philadelphia, Pa........ 23,877,907 24,924,510 21,759,269 —8.9 —12.7 701,018 664,642 —5.2 
Phoenix, Ariz. 6,126,932 5,982,648 6,253,812 + 2.1 + 4.5 159,712 154,364 —3.4 
**Piltsburgh, Pa....... 19,309,934 20,858,810 16,356,186 —15.3 —21.6 562,576 405,762 —27.9 
Portland, Ore. ......... 10,109,909 10,747,466 9,700,994 —4.1 —9.7 273,826 254,982 —6.$ 
ttProvidence, R. I..... 11,197,444 11,714,120 8,356,184 —25.4 —28.7 299,681 347,311 +15.9 
ROGGINS, PR. cs ccvcecss 7,874,636 9,087,546 7,758,779 —15 —14.6 248,52 202,286 —18.6 
Richmond, Va, ........ 11,085,744 10,995,334 9,878,344 —10.9 —10.2 288,358 240,618 —I16. 
SRochester, N. Y....... 15,278,054 14,662,020 11,807,427 —22.7  —19.5 387,958 320,717 —17.3 
Rock Island-Moline.... 7,046,194 7,664,781 7,007,364 —0.6 —8.6 186,200 165,368 —11.2 
Sacramento, Cal. ...... 7,320,587 7,302,523 6,543,213 —10.6 —10.4 168,770 166,838 —1.2 
San Antonio, Tex...... 5,341,714 5,416,616 5,192,754 —2.8 —4.1 121,535 142,713 +174 
San Diem, Cbbecsccscs 11,744,480 11,716,314 10,419,606 —11.3 —I11.1 274,694 256,592 —6.6 
tiSan Francisco, Cal.. 13,058,354 13,311,451 12,249,273 —6.2 —7.9 324,255 276,121 —14.9 
BORGEIG; WOM. cccccces 8,279,080 8,554,892 7,985,308 —3.6 —6.7 174,072 237,249 + 36.3 
South Bend, Ind....... 7,310,376 7,834,617 5,778,590 —20.9 —26.3 200,973 155,172 —228 
Spokane, Wash. ....... 6,195,291 6,521,130 6,012,958 —2.9 —7.8 212,142 176,190 —16.9 
Ot, Eales, MO... cscvsess 15,035,080 16,012,005 14,410,355 —4.2 —10.0 468,030 378,760 —19.1 
Bt. FOUL, BEIM.. cc ccsss 10,813,662 10,190,249 9,281,883 —14.1 —8.9 297,819 252,387 —15. 
Beracees, Ti Esvcascvss 9,886,315 9,821,428 8,690,073 —12.1 —11.5 266,476 245,812 —7.8 
*Tacoma, Wash, ....... 5,262,105 5,235,606 4,905,572 —6.8 —6.3 131,446 118,944 —9.5 
TRIE, DIA. cccessceces 4,815,472 5,085,826 4,924,274 + 2.3 —3.2 162,246 134,988 —16.8 
Toronto, Ont., Can..... 16,649,688 16,037,673 14,229,645 —14.5 —11.3 403,994 342,918 —15.1 
REOY, Tee Eevescsceceses 3,291,106 3,554,747 3,318,602, + 0.8 —6.7 115,444 $1,648 —29.3 
TUBA, OKIR .ecccocsces 8,363,151 8,118,748 7,492,594 —10.4 —7.7 254,198 206,654 —18.i 
Washington, D. C...... 31,010,489 30,946,283 28,325,254 —8.7 —8.5 804,509 807,442 +0.4 
Worcester, Mass........ 9,970,705 10,279,999 9,260,194 —7.1 —y.9 348,404 323,631 —7.1 
Youngstown, O. ....... 7,550,890 7,574,726 6,032,549 —20.1 —20.4 195,989 166,859 —14.9 
TOES cscvateereens 795,253,724 865,463,321 765,361,779 —7.6 —11.6 23,881,871 21,290,691 —10.9 

‘Akron Times-Press discontinued Aug. 28, 1938. 
tNew York American discontinued June 24, 1937. 


tBrooklyn Times-Union discontinued June 8, 1937. 


§Journal and Sunday American discontinued June 8, 
23, 1937. 


*Daily Ledger discontinued June 


ttProvidence Tribune discontinued 


May 1, 


1938. 


1937. 


**No Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike. 


ttLocal strike affecting retail lina 


ge. 


Coming 
Conventions 


Oct. 30-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 


Nov. 5-6. Midwest Intercity Con- 
ference of Women’s Advertising 
Clubs, St. Louis. 


Nov. 14-16. Annual convention, 
Life Advertisers Association, At- 


lantic City. 

Dec. 27-30. Annual convention, 
American Marketing Association, 
Detroit. 


To Keelor & Stites 

; Alvey-Ferguson Company, Cin- 
cinnati manufacturer of conveying 
machinery, has appointed Keelor & 
Stites Company, Cincinnati, as ad- 


Standard Oil Shifts 


Fillingham, Grimshaw 


F. H. Fillingham, manager of the 


writers, layout men and _ editors. 
Single copies may be obtained from 
Mr. Elgutter for $1. 


South Bend, Ind., sales division of 
Standard Oil Company of Indiana, 
and N. R. Grimshaw, assistant gen- 
eral manager of the Western divi- 
sion at Chicago, will exchange posi- 
tions Nov. 1. 


New Page Size 


_ Building Maintenance & Modern- 
ization, Boston, will appear in a lar- 
ger page size effective with the No- 
vember issue. The new size will be 
10% by 15 inches. 


Issues Ad-Essentials 


Maurice Elgutter, Chicago adver- 
tising writer at 520 N. Michigan 
avenue, has issued a chart titled 
“Ad-Essentials at a Glance,” which 
offers a variety of helps to copy- 


TORONTO 
MONTREAL 


vertising counsel. Industrial maga- 
zines are being used. Sam Malcolm| 
Levy is account executive. 


WINNIPEG 
LONDON, Exg 
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Four-fifths of the women interviewed remembered 


having seen this Palmolive advertisement 


; three- 

quarters of them saw the headline; 26 per cent 

read the copy; and 84 per cent of those who saw 
the copy were able to identify the product. 


COPY THAT SUCCEEDED IN REGISTERING ON CONSUMERS 


factors. 


This Conoco layout shows how each of the speci- 
mens was masked to hide any of the identification 
The layout itself ranked among the top- 
notchers, with 66 per cent of those interviewed 
remembering having seen the ad. 


Cong Deoge (Teo tind. 


* 
vere beet: the: tamu Bevehese 
Ne ctet sont tek or Mensha, ) wire mm 


Sixty per cent of those asked remembered having 

seen this Vat 69 advertisement. The Smith Brothers 

layout, on the other hand, was noticed by only 28 

per cent of those asked. But practically all were 
able to identify the product at once. 


STULL TOPS.” atter 31 Years 
Asa Tobacco Auctioneer 


Veteran Jim Edwards 
telis why tobacco experts 
prefer Luckies 2tol... 
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almolive Copy 
Ranked Highest in 


Consumer Tests 


Oldsmobile, Socony- 
Vacuum Also Score with 
Readers 


New 


trate 


York, Oct. 25.— To demon- 
strate the attention value of news- 
paper advertising, and to empha- 
ize the truism that what an adver- 
gets out of the space he uses 
depends on what he puts into it, 
the Bureau of Advertising of the 
American Newspaper’ Publishers 
Association today released a study 
which ineorporates the results of 
actual tests by C. E. Hooper, Inc., 
on 27 pieces of cepy of varying 
sizes, Which appeared in news- 
papers of large and small cities, on 
different pages, and in _ various 
positions. 

The Hooper tests of attention 
value were made by personal inter- 
views and the record of each case 
presented in the Bureau study is 
based on not less than 200 inter- 
views. Each reader was shown a 
masked copy of the advertisement 
and was asked if he had seen it 
when reading the newspaper in 
which it had appeared; if he had 
read the headlines and text; and if 
he could identify the product. The 
masking was carefully done, so 


that 
ni 


it every reference to advertiser 


tise 


GREATER 
COVERAGE 


IN LOS ANGELES 


Than the largest daily newspaper 


Every Wednesday and Sat- 
urday Los Angeles Down 
Town Shopping News puts 
your message before 405,- 
000 families in the Los 
Angeles trade area. ONLY 
LOS ANGELES DOWN 
TOWN SHOPPING 
NEWS reaches them all! 


LOS ANGELES DOWN TOWN 


SHOPPING NEWS 


450 South Hope Street, Los Angeles 


or name of product was blotted out. 

In a foreword, the research com- 
pany points out that while volumi- 
nous files of infermation on the 
functioning of newspaper adver- 
tisements, from the standpoint of 
reader interest, exist in the offices 


of advertisers and advertising agen- 
cies, no attempt at general dis- 
semination of such information has 
heretofore been attempted. 


Palmolive Ranks Highest 


Of the copy tested by Hooper, 
highest attention value was scored 
by a Palmolive soap advertisement 
headed: “No more worry about dry 
lifeless ‘middle-age’ skin!” Read- 
ers interviewed in this case were 
women and 80 per cent indicated 
they had seen the ad, 75 per cent 
had read the headline, but only 26 
per cent read the text. Of those 
who saw the ad, 84 per cent were 
able to identify the product. 

Next to Palmolive in the atten- 
tion score was a six-column So- 
cony-Vacuum Oil Company inser- 
tion, tested among men, and seen 
by 79 per cent. Of these, 48 per 
cent read the headline, 19 per cent 
read the text and 82 per cent were 
able to identify the product. 

Eight other advertisers obtained 
the attention of more than half of 
the readers who were interviewed. 
They included Continental Oil 
Company, 66 per cent; Oldsmobile 
Division, General Motors Corpora- 
tion, 66 per cent; Buick Division, 
General Motors, 62 per. cent; 
American Tobacco Company, for 
Lucky Strike cigarettes, 61 per 
cent; Liggett & Myers Tobacco 
Company, for Chesterfields, 60 per 
cent; Park & Tilford Import Com- 
pany, for Vat 69 Scotch whisky, 
60 per cent; Calvert Distillers Cor- 
poration, 55 per cent; Tide Water 
Associated Oil Company, 55 per 
cent. 


Trade and Mark Popular 


The lowest rating for attention 
was scored by a four inch ad for 
Smith Brothers cough drops but 
the value of the famous trade-mark 
was emphasized by the fact that of 
those who saw the copy, 90 per 
cent were able to identify it. Simi- 
larly, only 33 per cent saw a White 
Horse whisky ad but 81 per cent 
of those named the product. In the 
case of Blue Jay corn plasters, only 
32 per cent (women) saw the ad 
| and only 37 per cent of those could 
name the product. 

The Hooper tests were not made 
for the Bureau of Advertising but 
| were selected from investigations 
| made over a long period of time di- 
| rectly for advertisers and agencies. 
|The Bureau study, prepared by its 
|research and promotion depart- 
| ment, summarizes the results of the 
| Hooper tests as follows: 

“How many people read the ads 
|}and how thoroughly do they read 


them? Well, that depends mostly | Club, Rye, N. Y., June 12-19. 


on the ads. An ad is something 
like a kiss. The results you get 
depend on what you put into it. 

“People go through a newspaper 
looking for things that interest 
them, reading the things that inter- 
est them. If, in this process, they 
run across an ad that is interesting, 
they'll read it, too. 


Usage of Space Stressed 


“The space that an ad occupies in 
a newspaper has high attention 
value. If the same space were 
filled with an important item of 
news it would certainly stop the 
eyes and the minds of most of the 
newspaper’s readers. How much 
attention an individual ad gets de- 
pends, plainly, on how good a job 
the advertiser has turned out. The 
opportunity is there—and it’s big. 
The rest is up to the advertiser 
himself. 

“This much is certain. What one 
advertiser gets from the space he 


buys, another advertiser can get, 
too.” 
Two Name McCarthy 


Hobby Guild of America and 
Empire State Drain Cleaner Cor- 
poration, New York, have ap- 
pointed Ray McCarthy Advertising 
Service, New York, to direct their 
accounts. Hobby Guild will use 
newspapers and direct mail to pro- 
mote National Hobby Week. 
Empire Drain Cleaner, manufac- 
turer of a pressure pump, will use 
business papers and direct mail. 
Leonard F. Winston is account ex- 
ecutive. 


Chicago Mail Service 
Group Names Rylander 


Roy G. Rylander, Rylander Com- 
pany, has been re-elected president 
of the Mail Advertising Service As- 
sociation, Chicago. 

Other officers, who 
elected, are Ray M. 
Thompson & Co., 
Fred C. Jungbluth, Medical Mail- 
ing Service, treasurer; and Grace 
G. Marsh, Marsh Mail Advertising 
Service, secretary. 


were re- 
Richards, 


Joins Kelvinator 


Harry Parsons has been ap- 
pointed sales manager of the Kel- 
vinator range and water heater 
section of Nash-Kelvinator Cor- 
poration, Detroit. He was formerly 
vice-president and general sales 
manager of Walker & Pratt Mfg. 
Company, Boston. 


Cohen with Williams 
The Roger Williams Company. 


Cleveland agency, has 
Ralph M. Cohen as Midwest repre- 
sentative. His headquarters will be 
in Dayton. 


LNA Picks June 


Lithographers National Associa- 
tion will hold its 34th annual con- 
vention at Westchester Country 


vice-president; | 


appointed | 


Wears of Cater 
Urged to Follow 
Nature as Guide 


Chicago, Oct. 27.—Contemporary 
experts in color can learn quite a 
bit from Mother Nature, George 
Gaw, president of the Gaw-O’Hara 
Envelope Company, told the Direct 
Mail Advertising Club here yester- 
day in an address on the use of color 
in direct mail. 

Mr. Gaw modestly set forth his 
theories on color as those which had 
emerged from several years of tests 
and as a system based on the as- 
sumption that a human being acts 
20 times as often on emotion as he 
does on pure reason alone. 

Referring to nature’s skill with 
colors, he suggested to his audience 
that they try eating a peach in the 
daytime and then one at night and 
compare the taste sensation. 


Color a Sales Stimulant 


Being a vibration rather than a 
distinct entity, color is difficult to 
classify adequately, he said. His ex- 
periments, however, have convinced 
him that proper use of color can 
provide a definite stepping up of the 
response received from direct mail 
advertising. 

He also emphasized that color is 
essential not only on the envelope, 
but on the letter and any enclosure 


Lucky Strikes scored with this insertion. 
per cent of those asked saw the ad; 62 per cent of 
the observers read the headline; 24 per cent read 
the copy; and 55 per cent of the observers were 


Sixty-one 


able to identify the product. 


as well. These colors should be of 
variant but not clashing hues. Par- 
agraphs in alternate colored inks 
also serve to stimulate attention in 
letters, he said. 

Yellow has the strongest color 
identity, he commented, with red 
second and blue last. Tests bearing 
this out were made by sending vari- 
colored balloons into the sky. The 
blue balloons disappeared first, then 
the red. The yellow balloons stayed 
visible the longest. 


Lewis Joins Sills 

Warren W. Lewis, formerly ad- 
vertising manager of Vitaphone 
Corporation, New York, and with 
RKO, Chicago, has joined the staff 
of Theodore R. Sills & Co., Chicago 
public relations counsel. 


Weber Advanced 

T. R. Weber, a member of the 
advertising staff, has been ap- 
pointed advertising manager of 
Purity Bakeries Corporation, Chi- 
cago. 


DISPLAYS 
Designers & Builders 
CONVENTION - EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 


eee 
ADVERTISER'S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, lil. - Webster 4236 
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. . . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


7 . 
- 


- « You'll find ita 
satisfying number 
because it opens 
the quick and sure 
way to the com- 
plete and econom- 
ical handling of 
your production 


requirements. 


Ad-Setters - Engravers - Printers 


504 Sherman St., Chicago * Wab. 7820 


PRINTING 


PDAY AND NIGHT SERVICE 
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ADVERTISING AGE 


October 31, 193 


Sei, 


CUTTING CORNERS BEATS CUTTING PRICES| 


| lowest bidder 

often gets the order, but you have 
never seen anybody trust him 
with the family jewels. He's the 
same fellow that has a list of alibis 
bound up with his price book. 
We just break down and admit 
we are licked when anybody 
starts talking unconventional dis- 


Chi 


CHICAGO 
A 


counts. But we don’t give an eye 
to any rule book when it comes 
to serving our customers. 

All we claim is, there is no 
substitute for honesty, friendship, 
skill, common-sense and pride. 
Our customers know this and 
know that the way we work they 
save money and engraving 
worries year in and year out. 


COLLINS, MILLER & HUTCHINGS !N¢ 


207 NORTH MICHIGAN AVENUE> CHICAGO 
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PHOTOGRAPHIC REVIEW umpeagpn cme 
OF THE WEEK 


NEW CONTEST FOR SOUP FANS 
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SIMPLY WRITE WHY YOU 
BERRUS 


= pILLpg 


DELICIOUS 
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Phillios Packing Company, Cambridge, Md., is using car and bus cards to tell soup fans of its new contest offering $8,000 
_ " oak of Benrus watches for the best letters telling why the entrant likes the Phillips product. | m glad my old man 


NOVEL BANK DISPLAY came to America a, 
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GULF OL CORPORATION + GULF REFINING COMPANY © Gulf Building, Pittsbargh, Pa. | 
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Gulf Oil Corporation has started a semi-institutional drive in newspapers of 106 
cities with copy extolling the merits of the U. S. A., including the fact that gas- 
oline is cheaper here than abroad. Young & Rubicam is the agency. 


HERALDS NEW BEER CAMPAIGN 


Variously labeled turtles play a novel part in this lobby display used by the 
Central Bank of Oakland, Calif., to popularize its personal loan service. 
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WINS ACHIEVEMENT CUP IN HISTORY, z 
RICH IN ROMANCE 


See San Antonio . . . the most colorful, 
picturesque, historic city of the South- 
west. Walk sunlit streets trod by Spanish 
Conquistadors two centuries ago. Step 
into shaded missions built by Spanish 
Padres. See the reviews at Ft. Sam © 
Houston, largest army post in the United 
States. Thrill to sky maneuvers at Ran- 
dolph Field, “West Point of the Air.” Visit 
the Alamo, shrine of Texas liberty. Spend 
hours in’ the Governors’ Palace where 
viceroys ruled. This charming Pan-Am- 

_ erican city > — with — tees USES THIS COSTLIER 
where else in the world. Things todo ie p 
see every moment of your stay. Here are SLOW AGEING METHOD! 


__ new adventures for the travel- Onidy KRAEUSENED beer is ; 
weary. San Antonio can give , baci 
you the most interesting _*DOUBLY FERMENTED = 
winter yacetion of yostt *NATURALLY CARBONATED , 

* HEALTHFULLY. —e 


, . Ae life. Write for details now! 
The St. Louis advertising fraternity honored Orville Georger, (right), of the San Antonio - ta — 


Southwestern Bell Telephone Company, with presentation of this cup, an award - WHERE LIFE 1S DIFFERENT 
for outstanding achievement. Felicitating Mr. Georger are Allen G. Richardson 


a: PEXPORT BOTTLE. 


(left), of Johnson, Inc., and president of the junior ad club, and Ray Maxwell, The city of San Antonio is using this type “$OLD ON LY: iN 
advertising manager of the Missouri Pacific Railroad, and vice-president of the of copy in magazines to tell prospective FBP sy POCO LP A Be Peepers 
enator dub. tourists of the pleasure possibilities —————EeEEeEeEeEeEeEee 
0 offered by the Lone Ster state. Ekhardt & Becker Brewing Company, Detroit, is using this poster as part of a 


NEW PEPPERELL TECHNIQUE wa ar ad te ca a cee ee ee ee ce 


Good Taste and Economy FORD ARMY STARTS PARADE 
oh SRN. Nn" Pew ee 


2s The Ford Motor Company 


ey tp ey 
Mrs. Buck Di Soest natin ponte oe 
or com ond Gsthe== Wels Shean, ooees now offers 
house coats, enderwear, nightgowns, blowses 


with her Neighbors 
‘ork, N,V, Get. og. —= Mire Gordon 
“o'r young medern whe takes nothing 
ole’ Somme tine age, whee « bor 
Prater, hat 8) sheets were alike, Mire. Buck 
vor 


roperelis - Por Men and Bow - thirts, heres, pajanas, 
Lf moult, Mra Back wrlay enthused 
wragih, > ot merely 
Pepmeretis. my delight, I've found that Lady 
low lor ani net bath —~ at 8 price 
we 


Blankets are mace im eli the popular 
and colon, ai all the popwlar prices, 


Smart Housewife gives 
her Definition of Value 


z.* 4 ys ; , . Eee 
stony, oe, eat ad Vale by this Label 


0 price I Ihe to pay” rough 94 year of ae 
experience. carttul mapections, laboratory tests. ‘ 

Pope an hee DAT OE os nd for t Aled 
tales yam pencale & ome alate apwasdemeeh oe the gogage Musevated bosk = 1 
So Eat ea es ae ees , 3 a 

of rea! popularity . ters Payee en many atari lab ~~ ———— ema ahaa % 
_— FO. RD ‘DE LUXE FORD MERCURY LINCOLN: ZEPHYR LINCOLN 
ren ell _ —,_ vpn De 5 = - technique a this 

on in True Story which used newspaper style plus testimonials to put Ford Motor Company will rel thi td 
retin | pany will release this outdoor poster this week, signaling the advent of the Mercury as well as other new 
) *s the virtues of its fabrics. Batten, Barton, Durstine & Osborn is the agency. models in the line. McCandlish Lithograph Corporation, Philadelphia, made the poster. 
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fa TAKE TWO BITES AT A CHERRY 


Vows is no exclusively "city" market for your 


goods in Dallas any more. 


There may have been once, but its limits 
and barriers have vanished. 


Now "city" and "country" are one—in their 
buying habits. 


The reason? Cars and highways. Of course. 


And The Dallas News with its entire primary- 
market coverage. 


Thirty-seven counties — by far the prize 
cherry in the Texas basket. 


The city—yes! A fine batch of 300,000- 
odd customers. 


With only one morning newspaper. 


But the '‘All-of-Dallas"’ market (the 37 coun- 
ties) contain some |,628,000 customers! 


Without the rest of the market, with its 
farms, its oil, its tremendous created wealth, 
there would be no city. 


Without their out-of-town customers and 


h “iS ws charge accounts, Dallas stores would be in a 


Da / las terrible fix. 


You can drive to town from anywhere in 
the market in five hours—less than that from 


Not This Alone most points, of course. 


(U rban Dalla s) Dallas is one of the best markets in America 
—but be sure to cover ALL of it! 


F Frective BUYING INCOME of Dallas County You can do it with ONE newspaper. The 


(urban Dallas) was set by Sales Management at 
$297,042,000. This impressive amount is on 40°, Dallas News. 
of the Effective Buying Income of ALL the counties 
{including Dallas) which comprise the area contribut- 
ing the most to Dallas’ retail trade—Texas’ Major 


Market. Buy News and reach ALL! Sell the Readers of The News and 
You Have Sold The Dallas Market 


HE Dattas Morning News 


‘Texas’ Major Market Newspaper” JOHN B. WOODWARD, Inc., 


Representatives 


Associates: The Semi-Weekly Farm News, The Texas Almanac, Radio Station WFAA (50,000 Watts) 
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